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Networks Hit Pay TV 
as Letters Flood FCC 


NARTB Meeting 
Faces Toll TV, 
‘Scene Stealer’ 


WASHINGTON, May 20-—Every- 
body agrees that the scene stealer 
at the 33rd annual convention of 
the National Assn. of Radio & 
Television Broadcasters here next 
week will be a topic that didn’t 
even make the agenda—pay-as- 
you-see television. 

In a bold stroke of showman- 
ship, Zenith Radio Corp., the most 
aggressive proponent of toll tv, 
has stolen the spotlight by secur- 
ing FCC approval for a Phone- 
vision test in the course of the con- 
vention. 

Using the facilities of WMAL- 
TV, Zenith will demonstrate its 
system for the record number of 
radio and tv broadcasters gathered 
here for the five-day meeting. The 
FCC has authorized a limited test 
to run from May 25 to June 24. 

WMAL-TYV will send out scram- 
bled pictures in the morning hours 
when the station usually is not on 
the air. Zenith will install 25 to 50 
sets with decoding cards in the 
homes of FCC commissioners, con- 
gressmen and other officials. The 
station men will see closed circuit 
telecasts. ' 


= While the move itself is a dra- 
matic one, there is nothing exciting 
about the program fare Phonevi- 
sion will be dishing out. According 
to WMAL-TV executives, the 
shows will be ordinary film pro- 
grams put together by the station. 
The basic idea seems to be to show 
(Continued on Page 4) 


NEW BETTY CROCKER—General Mills, which has spent more than a 
year recasting its famous Betty Crocker character, after motivation 
research allegedly indicated that the one used for many years has 
some bad psychological connotations, quietly unveiled the new 
Betty with a thumbnail portrait in a spread in the May Reader’s Di- 
gest (at right, considerably enlarged). The former Betty, from an 
ad in May Better Homes & Gardens, is at left. (Story on Page 3.) 


Roles of Research and Advertising 
Probed by ‘Tribune’ Forum Panelists 


Curcaco, May 19—The roles of 
research, marketing and advertis- 
ing in the nation’s economic devel- 
opment were thoroughly explored 
here this week by top executives 
in the advertising and business 
fields. 

The occasion was the sixth an- 
nual Chicago Tribune Distribution 
and Advertising Forum. Capacity 
crowds heard the 23 executives, 


87 Prosecutions Set New Record... 


Business Best Friend Is 
Anti-Trust Law—Barnes 


What Manner of Man 
Is Brownell Choice for 
U. S.’ Top Trust Buster? 


By Stanley E. Cohen 

WASHINGTON, May 18—Stanley 
Nelson Barnes, the man who 
ordered that the government’s in- 
vestigation of the advertising agen- 
cy business be taken out of cold 
storage, had almost no experience 
at all with the anti-trust law be- 
fore he came here two years ago to 
head up the Eisenhower adminis- 
tration’s anti-trust enforcement 
program. 

How he was selected is still his 
secret. Admitting his lack of ex- 
perience in this specialized field, 
he says the appointment was a sur- 
prise. He accepted because he was 
assured that Attorney General 
Herbert Brownell was looking for 
a man who would enforce the laws 
impartially and aggressively, and 
that this was an approach which 
is completely in accord with his 
way of doing things. 

At 55, Stanley N. Barnes is, in ef- 
fect, in the third phase of his pro- 
fessional career. From 1929 until 
1946 he was making his mark as a 
lawyer in Los Angeles, with a gen- 


eral practice that included a sub- 
stantial volume of medical mal- 
practice cases. 


® At the peak of this remunerative 
career, he was appointed by his 
friend Gov. Earl Warren to the 
bench of the superior court of Los 
Angeles County. He filled this post 


with such distinction that he was.) 


subsequently twice elected by his 
80 colleagues as presiding judge of 
this court, one of the largest and 
busiest of any court in the land. 
During two years here, without 
name calling or fanfare, he has 
mounted an anti-trust program 
which has ensnared some of the na- 
tion’s most prominent businesses, 
seemingly without regard to pol- 
itical factors. His independence 
was dramatized for the business 
world last summer when he recom- 
mended that the government veto 


the proposed merger of Bethlehem | 


Steel Co. and Youngstown Sheet & 


| Tube Co. (AA, Oct. 11, 54). 


After the White House backed 
him up on this, Mr. Barnes pushed 
ahead with a succession of anti- 
merger and conspiracy complaints 
which will certainly distinguish 
this administration as one of the 

(Continued on Page 34) 
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divided into three panels, discuss 
the problems and future of the ad- 
vertising field. 

E. B. Weiss, merchandising con- 
sultant and one of the panel mod- 
erators, predicted that the pace of 
marketing change will be even 
more furious in the next five years 
than it was in the last five. He 
said that helicopters will smash 
the present 30 to 35-mile suburban 
limits and that millions of people 
would move out to distant suburbs. 

Mr. Weiss also predicted that 
automation techniques or produc- 
tion will become commonplace by 
1960, that wage earners will work 
fewer hours and that half of man- 
ufacturers’ output will be new 
goods that do not exist today. Bil- 
lions of dollars will be added to 
market potentials because of the 
extra leisure hours, he said. 

Earle Ludgin, chairman of the 


& Co., predicted a growing econ- 
(Continued on Page 65) 


CBS’ Stanton Denies 
Self Interest; Says 
Network Could Profit 


New York, May 20—The battle 
over subscription television was 
intensified this week as Columbia 
Broadcasting System and Ameri- 
can Broadcasting Co. put their 
opposition to toll tv on record. 

In an address before a confer- 
ence of the network’s tv affiliates, 
Frank Stanton, president of CBS, 
warned that “television could not 
long remain half free and half 
fee.” 

Columbia has been preparing 
ammunition for a fight against 
pay-as-you-see tv for some time, 
but this was the first official an- 
nouncement of the network’s stand 
in the raging controversy. 


® The CBS declaration followed a 
similar one by Leonard Goldenson, 
president of American Broadcast- 
ing-Paramount Theaters, at a 
stockholders meeting here Tues- 
day. Mr. Goldenson said the com- 
pany’s broadcasting division will 
oppose toll tv when the Federal 
Communications Commission be- 
gins hearings on the subject. He 
asserted that “paid and free tv 
could not coexist without resulting 
in a great loss to the viewer of 
availability of varied types of 
programming.” He added that pay 
tv would not be in the public in- 
terest and not a proper use of a 
public franchise. 


® Mr. Stanton charged that pay 

television “would hijack the 

American public into paying for 
(Continued on Page 68) 
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Huge Volume of Mail 
Stuns Commissioners; 
Most Are for Toll TV 


WASHINGTON, May 19—With the 
deadline for comments still three 
weeks away, the Federal Com- 
munications Commission has been 
buried under a completely unpre- 
cedented flood of letters from in- 
dividuals who want their govern- 
ment to know how they feel about 
proposals for pay-as-you-see tele- 
vision. 

There is no scorecard to show 
the exact tally from day to day, 


| 


but there is no question, accord- 
ing to those who have leafed 
through the volumes of correspon- 
dence piling up in the commission 
files, that the letter-writers are 
overwhelmingly in favor of the 
pay-as-you-see idea. 

Much of the correspondence is 
clearly the product of the inten- 
sive promotion campaigns which 
have been staged by both sides, 
particularly by Zenith Radio Corp., 
and will be discounted as such by 
the commissioners. On the other 
hand the files include literally 
scores of thoughtfully phrased let- 
ters from individuals, many of 
them professional people and lead- 
ers in their fields, who express a 


belief that pay-as-you-see tv will 


bring better programming than 
the existing system. 


® This public response has clear- 
ly stunned the commission. Earlier 
in the year when the letters first 
started to drift in, FCC conscien- 
tiously answered each one, outlin- 
ing the procedures which are un- 
(Continued on Page 69) 


‘Night Owls’ Consume Like Anybody Else— 
Only More So—NBC Finds in ‘Tonight’ Study 


New YorK, May 17—The late- 
night tv audience, traditionally an 
object of scorn on the part of time 
buyers, assumes new market status 


-as the result of a national survey 
board and treasurer, Earle Ludgin 


by NBC-TV. 
Conducted by Richard Manville 
Research, mainly in the interest of 


Last Minute News Flashes 


Justice Conferring with Anti-Trust Defendants? 


WASHINGTON, May 20—There is some evidence that Attorney General 
Brownell’s statement—that negotiation of the anti-trust suit against 
six associations in the advertising and publishing industries was still 
possible after filing—meant just what it said. It is believed that the 
Justice Department this week invited one or more defendants to confer. 


CBS Shows Not Worth 5¢, McDonald Says 


Cuicaco, May 20—Answering a speech by Frank Stanton (see 
above), E. F. McDonald Jr., president of Zenith Radio Corp., will 
charge in a statement Monday that Columbia Broadcasting System is 
“trying to hijack the American public into paying for present pro- 
grams.” Deploring the “absolute monopoly of dictating” tv fare which, 
the statement says, is exercised by “three or four New York network 
executives,” Mr. McDonald declares that “if even a 5¢ charge were 
placed on [CBS] programs,” the “minority” of the public which watch- 


es them would “quickly evaporate. 


Rinso Blue Moves from Ogilvy to ]WT 


New York, May 20—Lever Bros. 


has appointed J. Walter Thompson 


Co. to handle advertising for Rinso Blue, effective July 1. Ogilvy, Ben- 
son & Mather, the present agency, continues to handle Dove soap and 


Good Luck margarine for Lever. 


(Additional News Flashes on Page 69) 


finding out more about the buying 
power of the “Tonight” audience, 
the 14-city NBC survey actually 
goes much farther: It shows that, 
as product users, “Tonight” view- 
ers—and night-owl tv fans as a 
whole—are entirely normal, only 
more so. For example: 


® Nearly half (45.6%) of the 1,876 
tv watchers interviewed said they 
had watched tv after 11 p.m. some 
time “in the past two weeks,” and 
an impressive 23.2% of these re- 
ported watching it for 10 evenings 
out of the 14. 


® While 60.7% of the watchers in- 
terviewed reported they owned an 
automobile, 67% of those in the 
after-11 p.m. audience were car 
owners. 


® 52.8% of the late-night viewers 
said they drink beer, compared 
with 45.9% among all respondents. 


® 53.2% of the set owners checked 
said they had tried a new product 
after seeing it advertised on tv, 
compared with 60.7% of late-night 
viewers (and 63% of “Tonight” 
viewers) . 


® Late-night viewers were found 
to be generally younger, with more 


(Continued on Page 8) 
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Irate Merchant 
in Monmouth Hits 
Sears Stamp Plan 


MonmMovutTs, ILL., May 17—The 
trading stamp controversy is boil- 
ing over again, this time in south- 
ern Illinois. The owner of a chain 
of shoe stores here has been car- 
rying the banner against stamps to 


merchants in Illinois, Iowa and/|” 


Wisconsin. 

The controversy started when 
Sears, Roebuck & Co. chose this 
area to test its plan to sell to lo- 
cal merchants stamps to be re- 
deemed in trade or cash in Sears 
stores or through the mail order 
catalog (AA, Feb. 7). 

Algot J. Bowman, board chair- 
man of the Bowman Shoe Co., 
Monmouth, has prevented Sears 
from enlisting more than a token 
number of stores in the Galesburg- 
Monmouth area. 

He called a meeting of local 
merchants when he got wind of the 
Sears operation. At the same time, 
he wrote to retail associations and 
chambers of commerce in cities in 
Wisconsin, Illinois and Iowa. 


® Sears states that four outlets in 
this area are now using its stamp 
plan. By way of contrast, 108 stores 
in Peoria have stamps; in Rock- 
ford, 38. 

Mr. Bowman told AA that at- 
tempts by Sears to put the plan 
across have been all but stopped in 
Galesburg, Monmouth, Canton, 
Pekin and small towns in the areas 
around these cities. 

In his letter Mr. Bowman 
charged that, “Retail merchants 
will become errand boys for Sears, 
promoting it instead of their own 
stores, The whole idea behind it is 
to get additional traffic into Sears, 
as one of the company officials 
said himself.” 

Mr. Bowman explained: “An ap- 
pliance store in Monmouth, for in- 
stance, sells a washer to a cus- 
tomer and gives him Sears stamps 
with it. The customer then takes 
the stamps—plus others he re- 
ceives elsewhere—over to Sears 
for a down payment on a dryer.” 


® He suggested that independent 
committees of retail merchants— 
(Continued on Page 42) 
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st sterson. Do | look famous? 


Claes by self 
est waveno: Dry rum! Hard to heleve 


ser stereo: Puerto Rican rum! Clear. Light-bedied. Just 
tall drinks. 


sess sasene: Which brand there’ 


x08 SteTeOK. Merito bere. Heartily receemmend. But many 


following month, Dickens fans will 


Pickwick Papers.” The man is Joe 


RUM CLOSE-UP — 


east euyene: Atrocwus, Stetam. Stuffed shirt. Relax! Smile. Say choose 


Ot sreTson, Why cheese? Ram! Much more smileprovehing. Dry rum 


brands. Rach 
subtly different. Hurry up. Drink getting warm. ‘ 


SHORT SENTENCES. VERY.—Here’s a new Puerto Rican 
Rum campaign, which kicks off next week in 24 
newspapers in 16 markets, plus The New Yorker the 


igin of the staccato copy in Alfred Jingle of “The 


editor of Field & Stream. The other figure is “Chef,” 
a Briard, Newspaper copy runs 1,500 lines, 800 for 


RUM LONG ONE. 


2 Wilson, a copy man for 25 years, 


Advertising Age, May 23, 1955 


| Advertising ‘Doctor’ 
Guarantees He Will 
Improve Copy 2% 


New York, May 17—John J. 


has left the agency business to es- 
tablish what is believed to be the 


me \first “review and repair” service 


in advertising. 

Mr. Wilson left his copy chief 
post at Maxon Inc. at the begin- 
ning of the year, rented a cubby- 
hole at 40 E. 49th St. and set him- 
self up as an advertising copy 


a consultant. 


so# stetses: Top-notch club Appreciate your propesing om 


dry rum: and fivorite mixer 


ecey rmseme: Dry rum’ Something new! 


the thing far 
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recognize the or- 


Stetson, gun dog 


ousy ratewe: AL up t saul? Serve Drink? 
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Landslide. Really diferent 


east rriene. Mention brand. please 


20 svetson, Many brands. Subtle differences, Wise men experiment, 
The brand Colambus. Outetanding. Never tire of 


tabloids, and is interspersed with the hard-hitting 
small-space copy used last year, in about 249-line 
and 124-line space, with eight rum brands being 
featured in rotation. The number of newspapers 
may rise to 35 after the new rum promotion fiscal 
year begins July 1. Outdoor and transit copy will be 
used, but not with this theme. Business paper ads 
start in July. Ogilvy, Benson & Mather is the agency. 


Bapecially drink. Tull. Cool, Made with 


* 
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to TV in ‘The Egghead 


CuIcaco, May 17—Anyone who 
doesn’t yet know how television 
affects university professors will 
certainly not find out by reading 
Donley Fedderson’s new _ book, 
“The Egghead and the Others.” 

But anyone who does read it 
will certainly find out how the 
chairman of the department of 
radio and television in the school 
of speech at Northwestern Univer- 
sity feels about the controversy 
between those who are for tv and 
those who are against it. 

They may also find out, inci- 
dentally, how university professors 
see some of their peers who remain 
aloof from the popular culture of 
the day, mainly television. 


= “The Egghead and the Others” 
is a delightful spoof (with sketches 
by the author) about Professor 
Ovicaput, his wife Brunnhilde, and 


Sports Fans Thirsting for Latest Scores 
Give Californian Idea for New Ad Medium 


Los ANGELES, May 18—Adver- 
tising’s newest medium, Sports 
Information-Results, will start op- 
erations in New York and Chicago 
within 60 days. 

The new medium, started here 
five months ago, furnishes free 
sports information via telephone 
inquiries, and gets its revenue 
from advertisers who are sold com- 
mercial messages heard by the 
captive listeners waiting for an- 
swers to their questions. 

The idea was conceived by 
sportsminded Cliff Rue, a salesman 


in his father’s liquor store, who| 


couldn’t wait for daily sports re- 
sults to be published and wound 
up making a nuisance of himself 


by frequent daily calls to sports| 


editors for up to the minute sports 
results. 

When he found he was wearing 
out his welcome, Cliff Rue checked 
to see if he was alone in his pas- 


sion for prompt sports news. He| 


learned that newspapers, radio and 


tv stations, and other sports in-| 


formation sources, were getting an 
average of 30,000 such requests a 
day. 


s From this came the idea for 
Sports Information-Results, which 
he launched after getting friends 
to put up the capital necessary to 
get started. Now, he has a battery 


of 50 phones and a staff of 26 
people—all handicapped or para- 
plegic—to answer an average of 
20,000 calls per day. It’s estimated 
a capacity volume of 65,000 daily 
calls could be handled. 

Sports Information has an im- 
pressive list of advertisers paying 
to have their commercials heard by 
audiences. They include Schenley 

(Continued on Page 6) 


RICHARD N. CONFER, formerly an ac- 
count executive with Campbell- 
Mithun, Minneapolis, has joined 
the Los Angeles office of McCann- 
Erickson as an account executive 
and marketing services specialist. 


ee 


Prof. Ovicaput Converted—but Not Quite— 


and the Others’ 


his five-year-old son, Adelbert 
Ovicaput III. 

They all live “in a small quiet 
house, on a small, quiet street, in 
a small, quiet city called Serenity 
—a suburb of Babylon.” 

One day, the small, quiet house 
on the campus of Serenity U is 
invaded by a space cadet, more 
familiarly known as Adelbert. 

“Stand back, you yellow-livered 
Plutonians, or I'll disintegrate 
you!” shouted the space cadet, alias 
Adelbert. 

Now the professor’s family is 
decidedly inner-directed, which, as 
the author says, is “hard to illus- 
trate.” For our purposes, Mr. Fed- 
derson’s inner-directed family does 
not belong to the masses, nor are 
they vegetables, nor can they be 
manipulated. Most important, they 
do not own a television set, as the 
“others” do, and they do not plan 
to. 


® But the very precocious young 
son of the professor is not purely 
inner-directed. He has been visit- 
ing his little friends and has dis- 
covered the joys of television. 
Herein lies the drama. 

Young Adelbert sets out, by the 
means available to a professor’s 
son—extraordinary erudition—to 
prove to his parents that a tele- 
vision set will not be harmful. 

Young Adelbert is intelligent. 
“He knew ordinary tactics, like 
kicking and screaming, would get 
him nothing but another appoint- 
ment with the psychiatrist. He de- 
cided to fight fire with fire... 
so he went to the library.” 

His parents had already done a 


great deal of research on the sub- 
| ject of television, so Adelbert had 
la tough job ahead. But he came 
| through, presented a brilliant case 
\for television, and persuaded his 
very doubtful parents to take the 
jump. 

Therein lies the last act of this 
drama. It will be released May 23 
by Coachhouse Press, Chicago, and 


B| will be available at all bookstores 
s\for $2.75. 


, Joins Klau-Van Pietersom 


Charles W. Granger, formerly 
Wisconsin public relations counsel 
for Michigan-Wisconsin Pipeline 
Co., Waukesha, Wis., has been 
named an account executive in the 
public utility division of Klau-Van 
Pietersom-Dunlap, Milwaukee. 


Tape, Film Help 
Convict Dealer 
on False TV Ads 


Los ANGELES, May 17—Legal 
history was made here last week 
when a member of the Los Ange- 
les police department crime lab- 
oratory wheeled into court a cart 
on which was mounted a motion 
picture projector and a tape re- 
corder. The apparatus was used to 
reproduce a ty commercial intro- 
duced in evidence in the trial of 
Jack Tankersley, owner of Farmer 
Jack, a used car dealer, for false 
advertising. A salesman, Gene 
King, also was on trial, and both 
were convicted. 

This was the first time a tv com- 
mercial had been reproduced in 
court exactly as picked up from 
a telecast. The video part had been 
photographed direct from a tv 
screen, while the audio was re- 
corded at the same time. The pro- 
jector and recorder were synchro- 
nized for the reproduction. 

The reproduction of the com- 
mercial in court was considered 
a major factor in the conviction of 
both defendants on one count, and 
of Mr. Tankersley and the compa- 
ny on a second. 


® The case was prepared in coop- 
eration with the Los Angeles Bet- 
ter Business Bureau. It was based 
on the fact that when shoppers 
tried to buy an advertised car, 
(Continued on Page 38) 


“Consultant” is on the door, he 
explains, “for want of a better 
description.” Actually, what Mr. 
Wilson does—or tries to do—is to 
improve ads already prepared for 
publication. He doesn’t write ads 


‘jand he doesn’t offer advice on 


where they should run. 


|= In practice, Mr. Wilson’s busi- 


ness works like this: An adver- 
tiser or an agency sends him an 
ad before it goes to proof form. He 
then attempts to make the ad read 
better and sound more credible. 
Mr. Wilson works on an ad for 
(Continued on Page 71) 


Newspaper Drive 
to Spark Chrysler 
Road-Test Program 


DeEtroIT, May 18—Chrysler divi- 
sion of Chrysler Corp. will con- 
centrate a multi-million-dollar ad- 
vertising campaign in newspapers 
to support its “Hundred-Million- 
Dollar-Ride Demonstration” pro- 
gram. 

Burton R. Durkee, director of 
advertising and merchandising for 
the division, said “this unprece- 
dented plan to have 1,000,000 drive 
1955 Chryslers during May and 
June is being supported primarily 
by a multi-million-dollar adver- 
tising campaign in 3,700 newspa- 
pers.” He said television and radio 
also will be used. 

The drive-and-see program is 
based on surveys which reveal 
that one key to Chrysler’s sales 
jump this year is word-of-mouth 
advertising from satisfied owners. 


® The division’s 3,100 dealers will 
take part in the program by bring- 
ing cars to the public’s front door 
for a demonstration. 

“We are inviting every person 
in America to phone his nearest 
dealer for one of our 1955 cars,” 
said Mr. Durkee, “whether they’re 
planning to buy a car or not. We 
feel free to issue this blanket in- 
vitation because our experience 
proves that to drive a 1955 Chrys- 
ler is to become a booster for it.” 

The advertising schedule for the 
“Hundred - Million - Dollar-Ride” 
program calls for 1,500-line pres- 
entations in most American news- 
papers once a week throughout 
May and June. 

Key tie-in line of all ads is: “It’s 
an unforgettable experience—lift 
the phone and we'll bring a brand- 
new Chrysler to your front door.” 


(Throat Dry ? 


29 


Smoke KIS!) 


NEW USER—Brown & Williamson Tobacco Co.’s 24-sheet poster cam- 

paign represents first use of outdoor advertising for Kools. The pro- 

gram calls for six-months coverage of nationa! markets. Posters are 
placed by Ted Bates & Co. through Outdoor Advertising Inc. 
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Coordinated Warehouses Proposed to Cut 
Handling Costs and Lick Traffic Problems 


CuHiIcaco, May 17—The estab- 
lishment of coordinated public dis- 
tribution warehouses could radi- 
cally change the marketing of 
everyday essentials, cut down 
handling costs and help solve traf- 
fic problems in every city, R. C. 
Waehner, general manager of the 
distribution division, Lever Bros., 
New York, said yesterday. 

Mr. Waehner spoke at the Na- 
tional Materials Handling Exposi- 
tion held here this week. Displays 
valued at more than $10,000,000 
were exhibited by 250 companies. 

“We are all familiar with the 
congestion in any one of our large 
cities, brought about because of 


FRAGILE GOODY—Carol Kolpas fills 
the bill as she selects package from 
Quick-pic automatic order filling 
machine exhibited at National Ma- 
terials Handling Exposition last 
week in Chicago. The device slides 
new package into place each time 
orders are filled. 


Business Paper 


Editors Are Told 
They Lack Humility 


Cuicaco, May 17—Television 
entertainers aren’t the only ones 
who worry about “humility.” A 
business paper editor here yester- 
day lashed fellow editors for their 
lack of this quality. 

Frank Richter, exec. v.p., Wat- 
son Publications, accused business 
paper editors of falling for the 
“big shot” notion, He said that in 
hobnobbing with the top level 
management of their industries, 
they lose the humility necessary to 
a successful editor. 

Mr. Richter, Wayne V. Harsha, 
editor of Inland Printer, and F.D. 
Hicks, editor of Hospital Manage- 
ment, spoke before a meeting of 
the Chicago Business Publications 
Assn. 

Mr. Richter also accused busi- 
ness paper editors of a lack of in- 
itiative. He suggested five steps to 
more readership: 

1. Know your reader, his habits, 
desires and interests. 

2. Write for easier reading; 
avoid jargon. 

3. Keep an eye on magazine ap- 
pearance. Use the camera to en- 
liven the book and use “stoppers” 
to cut across the interests of all 
readers. 

4. Take a stand. A business pub- 
lication should have an editorial 
platform and lead opinion, not fol- 
low. 

5. Merchandise readership. Send 
reprints and special issues to 
readers constantly. Ask industry 
help on vital questions. 


= Mr. Hicks recommended Read- 
ex, a readership service in St. 
Paul, which, he said, makes it pos- 
sible to know what components of 
a magazine are attracting readers 
from month to month. 


the many trucks making many de- 
liveries to many stores,” Mr. 
Waehner said. 

“Under the proposed system of 
operation, each manufacturer sup- 
plying the various outlets in the 
community will maintain inven- 
tories of their products in this 
centralized distribution warehouse. 
From the viewpoint of the store 
owner, how much more efficient 
it would be to have one truck of 
20,000 pounds deliver all the items 
needed, rather than 40 trucks av- 
eraging 500 pounds delivering for 
each manufacturer.” 

The theory that automation in 
materials handling would reduce 
employment was challenged by 
Mr. Waehner. “In 1900, the U. S. 
labor force totaled 29,025,000,” he 
said, “and in 1940, the number in- 
creased to 54,308,000. In January, 
1955, there were 66,700,000 work- 
ers, an increase of more than 100% 
in 50 years.” 


® Keynote speaker Fred M. Gil- 
lies, president of Acme Steel Co., 
Riverdale, Ill., told the delegates 
that increased engineering skills, 
not union leadership, was respon- 
sible for higher wages in this 
country. 

“We read today of labor’s claim 
that increased productivity war- 
rants still higher wages,” Mr. Gil- 
lies said. “I am sure that most men 

(Continued on Page 30) 


Ads Can Keep Beer 
Drinkers from Feeling 
‘Gauche’: Rukeyser 


ATLANTIC CiTy, May 17—Beer 
wholesalers were warned this 
week that “hit and run” adver- 
tising efforts to sell specific brands 
must give way to an institutional 
job—merchandising beer as a 
desirable symbol. This note was 
sounded at a session of the Region 
1 convention of the National Beer 
Wholesalers’ Assn. at the Am- 
bassador Hotel. 

Merryle Stanley Rukeyser, New 
York columnist and business con- 
sultant, told the 400 delegates that 
before there can be a _ specific 
remedy for the current slump in 
beer consumption, there must be 
a diagnosis of why the ratio of 
beer sales to the total market has 
been consistently shrinking. 

(Rudolph J. Cheatwood, Rich- 
mond, Va., president of the NBWA, 
had told the group that beer con- 
sumption was off 3.2% in 1954, and 
that an additional 5% dip is ex- 
pected this year.) 

Mr. Rukeyser declared, “The 
role of beer in the national scene 
must be re-oriented. Negative talk 
about calories should give way to 
the objective of glamorizing this 
universally popular beverage, to 
create the suggestion that ‘smart 
people,’ not merely immigrants, 
drink and like beer.” 

He said a possible deterrent to 

(Continued on Page 42) 


Oliver 
FANDANGOES ON—Discussing plans 
day evening half hour on KNXT, 
renewed by Rheingold Brewing 


Park 


Martinez 

for “Fandango Rheingold,” Satur- 
Los Angeles, which has just been 
Co., are Burt Oliver, v.p., Foote, 


Cone & Belding; Don Park, KNXT, and Joe Martinez, assistant to 

the president, Rheingold Brewing. The program features Latin- 

American entertainment and is beamed to the more than 400,000 
Spanish-language listeners in Southern California. 


Detroit, May 18—The two-car 
market, a potential which brings a 
gleam into the eye of every car 
manufacturer, is largely pegged on 
the needs of the distaff side of the 
family. 

With this in mind, Hudson Mo- 
tors division of American Motors 
Corp. last week invited a cross- 
section of American women to a 
luncheon to find out what women 
want in cars, 

The girls had a chance to let 
their hair down after the dessert, 
and the Hudson designers, engi- 
neers and salesmen got an earful. 

And what does a woman driver 
look for in a car? 

Well, she’d like a roof tall 
enough to accommodate the feath- 
er in her hat. 

If she’s short, she’d like the 
brake pedal close enough so that 
she doesn’t blow the horn with 
her chin every time she stops for 
a red light—and a block to ac- 
commodate long heels would be 
desirable, too. 


= Some of the gals would like to 
see the return of the old running 
board, others a little more thought 
to the location of ash trays. 


come in sizes which could be pur- 
chased by asking for a “size 5x2’ 
sedan” or a “1920 colonial-style 
garage width.” 4 

Basically, the women seemed in- 
terested in safety for their chil- 
dren, economy of operation, con- 
sistent mechanical performance. 

They were amazed that the auto- 
motive industry considers them 
creatures apart, a situation they 
said the motorcycle policeman who 
arrests them for speeding or the 
judge who fines them for illegal 
parking doesn’t consider. 


s Air conditioning, something the 
boys have been toiling away at for 
years, thinking it would please the 


The results of their views would | 


Women Unbosom Selves to Hudson on What 
They Want and Don’t Want in Automobiles 


girls, was dismissed by all except 
one wife who would like it to get 
rid of her husband’s cigar smoke. 

The girls like small cars. “I 
don’t want a hearse, I want to park 
it,” said Mary Olsen; director of 
the school program for the United 
Community Services. “And I want 
it cheap so I can keep up the 
payments.” 

“I don’t care whether it’s cheap 
or not,” said housewife Mrs. A. M. 
Walker of Birmingham. “I only 
drive it 10 miles a week anyway, 
but I just like to look out and see 
it in the driveway and know it’s 
there. I suppose it should be a 
good one because it’s the ‘second 
car’ in the family. I’m going to be 
stuck with it a good many years.” 


® Safety doors are a big item, “I 
want one button I can push locking 
all the back doors,” insisted Mrs. 
Daniel W. McDuffee, one of De- 
troit’s leading charity workers. “I 
don’t want the children getting 
out until I push the button.” 
Visiting nurse Dorothy Kelly 
(Continued on Page 43) 


Schools Get a 


o 
+ 
Warning: Screen 
Admen’s ‘Aids’ 

WASHINGTON, May 17—The na- 
tion’s school teachers are being 
urged to weed out “biased infor- 
mation and objectionable adver-. 
tising” from the free instructional 
materials that industry, business 
and other groups provide for use 
in America’s classrooms. 

The American Assn. of School 
Administrators warns that a “cap- 
tive audience” of more than 30,- 
000,000 school children annually 
faces a “tidal wave” of free class- 
room literature and teaching aids, 
some of which may be “highly 
damaging” to the pupils’ minds. 

On the other hand, the associa- 
tion’s report pointed out, much of 
the free material is valuable to 
schools. and should continue to 
reach the pupils. 

“It is obvious,” the report as- 
serted, “that purely advertising 
material has no place in the class- 
room. The problem is to determine 
the point at which advertising be- 
comes so objectionable as to re- 


quire banning the material from 
use.” 


® The schoolmen’s report is a 
newly released 24-page study, 
“Choosing Free Materials for Use 
in the Schools.” It warns teachers 
against going overboard in the 
campaign against “slanted” ma- 
terials. 

“Don’t rule out completely the 
possibility of capable teachers 
making use of some of these ma- 
terials in their proper setting and 
under careful direction,” the re- 
port advised. 

The superintendents’ and prin- 
cipals’ group, sponsor of the study, 
is a wing of the influential Na- 
tional Education Assn., which has 
its headquarters here. The NEA 
speaks for approximately 1,000,000 
teachers, most of them in public 
elementary and secondary schools. 

The booklet is being circulated 
to help school officials and their 

(Continued on Page 38) 


(Picture on Page 1) 

MINNEAPOLIS, May 18—‘“Nine- 
teen years is a long time in the life 
of any lady.” 

With this as explanation, Gener- 
al Mills has quietly begun replac- 
ing one of the most famous faces 
in the land—that of its legendary 


home economics symbol, Betty 
Crocker. 

| Born as a help-to-homemakers 
letter signature 34 years ago (when 
|General Mills was Washburn Cros- 
by Co.), Betty has gradually added 
character and embodiment over 
‘the years as the personalized image 
‘of General Mills’ home service 
department. Currently, she repre- 
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General Mills Lifts Betty Crocker Face; 
Substitutes New ‘TV-Consistent’ Version 


sents a staff of 45 women in that 
department. 

In the mid-’20s, Betty added a 
voice when the “Betty Crocker 
Cooking School of the Air” was 
launched. But it was not until 
1936 that she went “visual,” with a 
15th-anniversary portrait, which 
has appeared ever since in stores, 
in ads and on products. 


® The new successor to that visage 
represents the result of more than 
a year of marketing research, por- 
trait commissioning and painting 
and panel testing—all under the 
direction of N. W. Ayer & Son, as 
the company’s institutional agen- 
cy. This, incidentally, was Ayer’s 
last action on GM’s institutional 
advertising, which the company 
has discontinued. 

Behind General Mills’ “it’s time 
for a change” attitude toward the 
Betty Crocker portrait were some 
more specific reasons for the 
change. An unofficial one was that 
the new portrait was prompted by 
two motivational studies which 
showed the old image lacked the 
“warm, friendly personality” 
which GM wanted. 


® Sam Gale, v.p. and director of 
advertising for General Mills—and 
one of Betty Crocker’s founding 


_fathers—told AA, however, that 


the new portrait selected turned 
out to be the effort which most 
closely resembled the 1936 portrait. 
According to Mr. Gale, a big 
(Continued on Page 42) 
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NARTB Meeting 
Faces Toll TV, 
‘Scene Stealer’ 


(Continued from Page 1) 
the commissioners and broadcast- 
ers that the system is a workable 
one. 

There apparently will be no oc- 
casion at the convention for tele- 
casters to line up and be counted 
in the pro or con subscription tv 
ranks. However, fence straddlers 
may well be influenced by what 
happens in these tests and in in- 
formal non-scheduled sessions. 

Some sources feel that subscrip- 
tion tv may get its biggest block of 
supporters from u.h.f. operators. 
By the time this issue appears, the 
u.h.f. Industry Coordinating Com- 
mittee, headed by Harold Thoms 
of WAYS-TV, Charlotte, N. C., 


iwill have held a pre-convention 


get together to discuss the prob- 
lems of some high-band operators 
—if present plans materialize. 


® The u.h.f. station men are ex- 
pected to discuss ways and means 
of getting some sort of action to 
help struggling stations through 
their financial difficulties. Some 
industry authorities think there is 
a danger of widespread shutdowns 
of u.h.f. stations unless relief is 
forthcoming. 

A third topic which is expected 
to be a favorite in the bull sessions 
is the question of the industry’s 
future relations with Capitol Hill. 
With one radio-tv investigation in 
progress and several others incu- 
bating, the broadcasters will not 
overlook any opportunity to get 
their story across to any visiting 
senators and congressmen. 

President Eisenhower will ad- 
dress the opening session Tuesday 
morning—the first U. S. President 
to address an NARTB convention. 

Highlights of the working ses- 


sions are expected to be staged by 
the Television Bureau of Adver- 
tising and the Radio Advertising 
Bureau. +i 


® Oliver E. Treyz, TvB president, 
will reveal the results of the first 
major study undertaken by the 
bureau. This study emphasizes 
what opportunities tv has for cus- 
tomers in the sudsless detergent 
field, with every third home in the 
U. S. now equipped with an auto- 
matic washing machine. The bu- 
reau’s presentation will show how 
tv can capitalize on this situation. 
Mr. Treyz also will discuss the 
results of a pilot study made by 
Ernest Dichter to find out what tv 
does to people. This survey will 
compare its effect on consumers to 
that of three other major media— 
radio, newspapers and magazines. 
As last year, the Radio Adver- 
tising Bureau will turn the mike 
over to sponsors, who will outline 
the role radio has played in their 
over-all advertising program. RAB 
speakers, to be introduced by Ke- 


Advertising Age, May 23, 1955 


Instant Coffee goes fast...in lowa! 


Whether they take it black or use cream and 
sugar, lowans are definitely drinking more 
instant coffee than ever before. What’s more, 
our BRAND INVENTORY* shows one 
brand, not in the market in previous years, 
has suddenly corralled a big chunk of con- 
sumer sales. And one of the regulars has 
chalked up a sizable increase, too. 


THE DES MOINES 
REGISTER. ANR TRIBUN E 


An“‘A”’ schedule newspaper in an “‘A-1I’’ market! 
Gardner Cowles, President 


REPRESENTED 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—Los Angeles and San Francisco 


Evidently there’s plenty of room for brand 


promotion in this market where instant coffee 
use went from 32.8% in 1953 to 53.6% in 
’54, And what better way to do the job, than 
in the more-than-500,000-circulation Des 
Moines Sunday Register...the one medium 
covering cities, towns, villages, farms—in 
fact, the entire state of Iowa! 


*WHAT BRAND INVENTORY? Why, the 


BY 


accurate, factual, and mighty revealing 
BRAND INVENTORY IN THE HOMES 
OF IOWA SUBSCRIBERS to The Des 


Moines Sunday Register! Get your personal 
copy by simply writing us on your company 


letterhead. 


tion may be interesting. 


312 members. There are also 


cies ask it to, is included. 


on its list. Those “recognized” or 


should be borne in mind that 


recognition from associations with whose members they have 
little or no occasion to do business. ~ 


Advertising Agency Recognition Score 


In view of the current interest of the Justice Department in 
the agency recognition system, a rundown on the present situa- 


There is one national association of advertising agencies—the 
American Assn. of Advertising Agencies, which currently has 


regional associations of agencies. Six organizations “recognize” 
or “recommend” agencies, if the Southern Newspaper Publishers 
Assn., which discontinued its recognition system some years 
ago but still accepts credit reports on a voluntary basis if agen- 


The American Newspaper Publishers Assn. has 1,036 agencies 


are: Agricultural Publishers Assn., 1,650; National Business Pub- 
lications, 1,067 (with 40 more in process of being cleared); As- 
sociated Business Publications, 1, 
estimated between 1,400 and 1,600. 


= The current issue of Standard Advertising Register lists 2,759 
agencies in the U. S., Canada, Mexico, etc. A tabulation by AA 
of these listings shows the following: 
Agencies showing no recognition 
Agencies recognized by one association 
Agencies recognized by two associations 
Agencies recognized by three associations 
Agencies recognized by four associations 
Agencies recognized by five associations 
Agencies recognized by six associations 
The figures include Southern Newspaper Publishers Assn., 
since many agencies continue to show SNPA “recognition.” It 


a number of “networks” and 


“recommended” by other groups 


592; Periodical Publishers Assn., 


agencies do not normally seek 


vin Sweeney, head of the bureau, 
are Emanuel Katz, president of 
Doeskin Products; Irving Feld, 
owner of Super Music Enterprises, 
Washington, and Gailard Zink, 
owner of Zink’s Super Market, 
Salem, Ind., and first prize winner 
in RAB’s annual “Radio Gets Re- 
sults” contest. 

Thursday’s session will find the 
heads of the four tv networks on 
the same program. The conven- 
tion’s keynote speaker is Mark 
Ethridge, publisher of the Lowis- 
ville Courier-Journal and Times, 
owner of WHAS and WHAS-TV. 


Beuret to Handle Lilly 


J. W. Beuret, v.p. in the Cleve- 
land office of Fuller & Smith & 
Ross, has been named account ex- 
ecutive on the Eli Lilly account, 
assisted by Dr. W. C. Davis, direc- 
tor of research, who will concen- 
trate on marketing problems of the 
drug manufacturer. In announcing 
the appointment of F&S&R as the 
Lilly agency—the first in Lilly’s 
history—AA incorrectly indicated 
the account would be handled in 
F&S&R’s Chicago office. 


Campbell, Flynn 
Named Publishers 
of ‘Tribune,’ ‘News’ 


Cuicaco, May 18—Chesser M. 
Campbell has been elected pub- 
lisher of the Chicago Tribune and 
F. M. Flynn has been elected pub- 
lisher of the New York Daily 
News. Both newspapers have been 


Chesser Campbell F. M. Flynn 


without a publisher since the death 
of Col. McCormick on April 1. 
Mr. Campbell is president of the 
Tribune Co., and Mr. Flynn is 
president of the News Syndicate 


Co., a subsidiary of Tribune Co. 


(ADVERTISEMENT) 


i 


... selling space in 


The man at the left is Jerry 
Cowen, a vice president of our 
advertising agency. 

Most of the year he directs the 
‘Yellow Pages’ advertising for 
our client, A. T. & T. Here he is 
out in the field selling to a cus- 
tomer in person. 


Like Jerry, our copy writers, 
art directors and account execu- 


The man from Cunningham & Walsh 


pees 2 


the ‘Yellow Pages’ 


tives all go out and seli to the 
buying public at least one week 
a year. That’s an agency policy. 

We believe that this kind of 
“on-the-job training” results in 
our advertising doing more on- 
the-job selling. ; 

Cunningham & Walsh, Inc., 260 
Madison Ave., New York 16, N. Y. 
MUrray Hill 3-4900., 
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ACCIDENT 


BUT A 


NECESSITY.’’ 


— HERBERT SPENCER 


AMERICA’S LARGEST FAMILY MAGAZINE 
ReaD BY 11,000,000 Famities Every Sunpay 


For almost half a century from the birth of Flight at 
Kitty Hawk, N. C., aeronautical engineers dreamed of 
a time when planes would outspeed sound. Yet, that 
historic moment did not arrive until such brilliant new 
conceptions as jet propulsion came off the drawing 
boards. Then, in a twinkling as the progress of science 
is measured, man burst through the sonic barrier and 
a new chapter in the conquest of space was begun. 


In the publishing field, too, progress has required a 
completely new concept of distribution to attain the 
multi-million circulation so necessary in reaching 
today’s almost limitless markets. In 1950 THIS WEEK 
Magazine, through its unique newspaper distributing 
method, was the first publication in history to count 
its circulation in eight figures. And now, five years 
later, it is still far and away The national magazine 
reaching enough people in enough important markets 
to stand alone. 


Conceived as a constructive editorial force, tied into 
the distribution system of the Nation’s strongest 
newspapers, THIS WEEK, at the beginning, set the 
pattern for its own success. It also set the pattern for 
results for its advertisers. For Sunday, in the home, is 
The time and The place to win friends and get buying 
decisions. 


For the vitality of THIS WEEK’s editorial program, 
the plan and pattern of its distribution, the strength 
and character of its newspapers, have combined to 
produce an advertising medium of matchless effective- 
ness. And each year, more and more advertisers are 
making THIS WEEK the cornerstone of their adver- 
tising programs. 


SHARES THE POWER AND PRESTIGE OF 
THESE 35 GREAT NEWSPAPERS WHICH DISTRIBUTE IT 


New Orleans Times-Picayune-States 
New York Herald Tribune 


Norfolk Virginian-Pilot 
and Portsmouth Star 


The Philadelphia Sunday Bulletin 
», The Phoenix Arizona Republic 


The Baltimore Sunday Sun 
The Birmingham News 
Boston Sunday Herald 
The Charlotte Observer 
Chicago Daily News 

The Cincinnati Enquirer 


Cleveland Plain Dealer 

The Dallas Morning News 

Des Moines Sunday Register 
The Detroit News 

The Houston Post 

The Indianapolis Star 

The Jacksonville Florida Times-Union 
Los Angeles Times 

The Memphis Commercial Appeal 
Miami Daily News 

The Milwaukee Journal 
Minneapolis Sunday Tribune 


The Pittsburgh Press 

Portland Oregon Sunday Journal 
Providence Sunday Journal 
Richmond Times-Dispatch 
Rochester Democrat and Chronicle 
St. Louis Globe-Democrat 

The Salt Lake Tribune 


~ San Antonio Express and Sunday News 


San Francisco Chronicle 

The Spokane Spokesman-Review 
The Washington Sunday Star 
The Wichita Sunday Eagle 
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Please send me 
EGGHEAD AND THE OTHERS 


THE COACH HOUSE PRESS INC. 
53 W. Jackson Blvd., Chicago 4 
copies of THE 


Released TODAY at Your Bookstore 


City Zone____ State 
(Enclosed find $2.75 per copy) 


The he EGGHEAD and The OTHERS 


A Television Fable by DONLEY FEDDERSEN 
An illustrated Book on TV Impact—Humorous, Satirical 


a» 


(Continued from Page 2) 
Distillers, Gallo wine, Hollywood 
State Bank, Royal Nevada Hotel 
(Las Vegas), Los Angeles Exami- 
ner, Sellz Cadillac Dealers, Valley 
|Park Arena, Westside Harness 
‘Racing Associates, Eastside beer 
and Donald Duck pop. 

Rates for the commercials vary 
from 6%4¢ to 4%¢ each, depending 
upon frequency and quantity. A 
minimum contract calls for at least 
500 a day. 

The delivery of the commercial 
works like this: A caller asks for 


information. Since most questions 
refer to current events, the an- 


Sports Fans Thirsting for Latest Scores | 
Give Californian Idea for New Ad Medium 


| Swer can be seen on boards around 


the room. 

While the Sports Information 
answerer is looking to find the 
answer, the caller will hear some- 
thing like this: “Here is your Royal 
Nevada answer. Be sure to... the 
score is... .”’ The Los Angeles Ex- 
aminer answer urges the caller to 
read its sports pages, “the best in 
America.” 


® An advertiser may specify his 
messages for either males or fe- 
males. He can also specify the 
time of day. For example, a liquor 
advertiser will get times in the late 


As a singer, Eddy Arnold has a unique and power- 
ful hold on the entire American public. No one, 
but noone, tops him asa phonograph-record seller. 


* Now Eddy is going to town on TV with his new film 
musical “ Eddy Arnold Time.” He is supported by 
a huge cast—including Betty Johnson, The Gor- 
donaires, Hank Garland, and Roy Wiggins. 


3K 26 half-hours, beautifully filmed and imaginatively 
produced, now in the can. 


We respectfully submit this as the finest example 
of a filmed musical ever made for felevision. 
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x “Eddy Arnold Time” is one of the fastest-selling 


shows in TV... 75 markets already snapped up. 
If yours is still available, HURRY! 


“EDDY ARNOLD TIME” 


For booklet, prices, audition 
film—write, wire. or phone 


- WALTER SCHWIMMER co. 


75 East Wacker Drive, Chicago 1, Iilinois, FRanklin 2-4392 
New York Office: 16 East 41st St., LExington 2-1791 
Hollywood: Tom Corradine, 5746 Sunset Bivd., HOllywood 2-4448 
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afternoon and evening. One insur- 
ance company client, which sought 
to encourage telephone inquiries, 
did not want to be on after its of- 
fices closed at 5 p.m. 

As yet the service has not clear- 
ly identified its audience, and is 
keeping charts to establish the 
field of interests and the status of 
callers. 

At first, about 90% of calls were 
for race information. With increas- 
ing publicity to its offer of free 
sports information, the callers for 
race information now constitute 
about 70% of the total. 

It is felt the baseball season may 
further reduce the percentage of 
race information seekers. At first 
callers were about 90% men, and 
women. The curve on this 
has leveled off with women now 
accounting for about one-third of 
the calls received. 


10% 


® The new medium is also be- 
lieved good for market and prod- 
uct research. To date two surveys 
have been made. In one, restricted 
to women, a food manufacturer 
used a one-day, 1,000-call test to 
try and find out the acceptance 
for his product. The results were 
tabulated immediately and ready 
for presentation the next day. 
They revealed his percentage of 
resale, and, more important, turned 
up reasons why they were not 
satisfactory. The data was ob- 
tained by asking five simple ques- 
tions. 

In another survey, an agency 
used 5,000 such interviews to 
check the sponsor identification on 
its network tv program. 

For a commercial schedule and 
on such a survey, the client is 
given an affidavit of performance. 
These are obtained by furnishing 
each man at a phone with a sheet 
headed with the ‘sponsor’s mes- 
sage, either recorded or live, and 
numbers running from 1 to 250. 


® Each time the message is de- 
livered, a number is checked off. 
A sheet is filed when all 250 num- 
bers have been checked. A com- 
plete total is taken for the whole 
operation each day. This is checked 
with the telephone company which 
maintains a meter on the premises. 
At the end of each month a client 
gets the affidavit of performance 
to which are attached the call 
records. 

A continuing schedule of small 
space advertising has been used to 
encourage people to call the Sports 
Information number, Webster 8- 
3311. 

White Advertising, with head- 
quarters in Tulsa, has just been 
named to handle an expansion of 
the advertising in Los Angeles. 
Plans call for the use of consistent 
small space in newspapers, radio 
and tv spots, and outdoor boards. 

Plans also call for some mer- 
chandising cooperation with ad- 
vertisers. In one counter display 
unit now being prepared, the prod- 
uct is shown along with a score- 
board and cards urging sports 
fans to call Sports Information. 


Philip Morris, Old Gold 
Return to Outdoor Boards 

Philip Morris and Old Gold cig- 
arets are heading back to outdoor 
boards, according to Outdoor Ad- 
vertising Inc., New York. Philip 
Morris Inc. will use a 90-day na- 
tional drive beginning in August, 
through Biow-Beirn-Toigo; P. 
Lorillard Co. will use _ selected 
markets in a six-month campaign 
for Old Gold, starting in July. Len- 
nen & Newell handles advertising 
for Old Gold. 


R&R Handles Edwards Coffee 

AA inadvertently reported on 
May 2 that Erwin, Wasey & Co. 
handles the Edwards coffee ac- 
count for Safeway stores. Actually, 
Ruthrauff & Ryan handles this 
account. Erwin, Wasey handles 
advertising for Edwards instant 
coffee. 
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EXCIUSIVE. mon 


small advertisers get their first 


"We bring 
you now the 
President.”. 


Woodrow Wilson stood so far from the mike 
nobody heard him. FDR was afraid to com-~ 
pete with Amos ’n’ Andy. But Ike has put on 
the most professional productions yet by ap- 
pointing a top TV director to his “kitchen 
cabinet.” Sidney Shalett describes the unique 
headaches of putting a president on the air — 
A, and reveals the classic bloopers and boffolas. 


real start in the Post and there 


erow big. Many big advertisers 


switch to the Post and there 


He tried 
to kidnap 
Stalin's son 
.. re says 


For $25 a year he'll mail you his 


Blonde in 


sheep's 
clothing 


She talked and 
walked like a 
lady. Could she 


srow bigger. Nowhere else can 


they reach a family audience of 


help it if men fol. intelligence reports. He says they’re 
lowed her? They full of vital data — our Central In- 
preferred blondes telligence Agency says they’re “a 
—and she was the 


total loss.” What does the record 
show? Does he really have 7,000 
agents — most of them behind the 
Iron Curtain? John Kobler gives 
you the facts on controversial Col. 
Amoss in He Runs a Private OSS. 


only one in town! 
(Short story by 
Robert Murphy.) 


Such size, attentiveness and 


con. make You The Magnificent Phony 
BLE pram Po 
U NSINKA $ purses 


loyalty. As a result there are 


ity. His crooked 
manager turns & 
philanthropist, 
too! Publicity gag? 
The old con game? 
You won’t guess the 
half of it till you 
read Robert Car- 
son’s new serial. 


now more companies (over 400 


Even with your arms and legs tied 
and your clothes on, Professor 
Lanoue’can teach you to float. It’s 
easier to stay up than stay down, he 
says — if you know the secret. Har- 
old H. Martin tells how He Can 
Drownproof Anybody. 


of them) advertising exclusively 


Fo. =1i2h Morrow tells how Government sleuths work to give you The 
Most Air Force for Your Money . .. What made a sane man take on a King Gorilla 
without a gun? Short story by Stuart Cloete . . . James P. O'Donnell takes you 
through France’s wickedest seaport, Marseilles . .. Milton MacKaye describes an 
amazing factory that profits by hiring only the “disabled” in Big Break for the 
Handicapped. In all, 9 articles, 4 short stories, 2 serials, 1 novelette. 


in The Saturday Evening Post 


\ 


. The Saturday Evening wa mae a \\ 
A SPY NETWORK OF HIS OWN 
The Factory That Hires 
Only the Disabled \ 
By MILTON MacKaAYE 
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James Zuber Forms chased Building Products from the! 
Hudson Publishing Co. Thomas Publishing Co., and plans 
James W. Zuber, who has re- his first issue of the publication in 
signed as business manager of 2 new format in September (AA, 
Steel, a Penton publication, has May 2). 
formed Hudson Publishing Co.and| Building Products will have a 
will head the company as presi-| selective controlled circulation, ac- 
dent, Mr. Zuber recently pur-|cording to Mr. Zuber, and will 
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The £1 Paso Cimes 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


OVER 90,000 
CIRCULATION DAILY 


NATION'S LARCTST TRADE reeeirony 


| TWO Separate Newspapers « 30° Line BUYS BOTH' 


make immediate application for an 
audit by Business Publications 
Audit of Circulation. The Septem- 
ber issue will have a guaranteed 
| circulation of 30,000. Advertising 
rates will be $495 for a b&w, 7x10” 
page, 12 times. Advertisers using 
insertions in each of the four is- 
sues to be published this year will 
be granted the 12-time rate. 


Truesdell Succeeds Bontig 
as Zenith Sales V. P. 


Leonard C. Truesdell has been 
named v.p. and director of sales of 
Zenith Radio Corp., Chicago, suc- 
ceeding H. C. Bonfig, who has re- 
signed to become president of CBS- 
Columbia, New York, radio re- 
ceiver manufacturing division of 
Columbia Broadcasting System. 

Mr. Truesdell, formerly v.p. in 
charge of radio and television sales 
for Zenith, joined the company in 
1949 after serving as v.p. in charge 
of marketing for Hotpoint Co, Mr. 
Bonfig succeeds Seymour Mintz, 
who has resigned as president of 


CBS-Columbia. 
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‘Night Owls’ Consume Like Anybody Else— 
Only More So—NBC Finds in ‘Tonight’ Study 


(Continued from Page 1) 
in the 17-44 age brackets, and far 
fewer fans 55 and over. 


® Family yearly income was also 
generally higher among the night- 
owls, with fewer patrons in the 
under-$4,000 category, and more 
enjoying incomes of $7,000 and 
over. 


® On the other hand, fewer of the 
late-night viewers owned their 
own homes—34.9%, compared with 
40.3% for all viewers. 


® When specific product uses were | 
analyzed, it was found that the 
late-night audience uses food and 
drug products in about the same 
proportions as do other viewers. 
In fact, usage was found to be 
slightly higher among night-owls 
(see tables). 

Other products and activities— 
including usage of smoking prod- 


The Detroit Free 


Press 


is proud to acknowledge 
the award of the 


for 


Triye 


j istinguished Cditorial Writing 


to this Newspaper 
and Associate Editor Royce Howes 


other noteworthy achievements. 
tx So it is significant that during the last year the 
Free Press has made the greatest progress of any 


ty It is to be expected that a newspaper singled out 
for editorial excellence should be able to report 


U. S. newspaper in circulation growth—and in the first 
quarter of 1955 its advertising linage gains have been 
greater than those of the two other Detroit newspapers. 


The Detroit Free Press is represented nationally by STORY, BROOKS & FINLEY, INC. 


ucts, automotive products, home 
improvements, hobbies, media 
habits—were studied and will be 
set down in a booklet scheduled for 
publication by NBC. 

In general, it was found that 
more than three-quarters (76.3%) 
of late-night viewers eat or drink 


Foods and 


Household Products 
Per Cent Using 


All Late-Night 
Viewers Viewers 
Baby food 12.4% 14.2% 
Cake mix 54.1 58.3 
Canned fruit juices 68.3 70.3 
Canned soup 83.8 87.6 
Canned tuna 68.8 75.4 
Cocoa, chocolate 
milk or syrup 61.9 63.4 
Cookies 76.0 78.9 
Frozen fruit juices 57.1 63.0 
Frozen fruits or 
vegetables 62.0 66.3 
Instant coffee 53.2 50.8 
Mayonnaise or 
salad dressing 84.7 82.9 
Peanut butter 58.3 62.3 
Packaged cheese 77.1 78.9 
Packaged dessert 69.8 70.9 
Soda crackers 77.4 79.4 
Soft drinks-soda 70.3 75.6 
Tea 73.8 77.2 


Food wrappings (wax 
paper, aluminum foil, 


etc.) 87.7 90.5 
Scouring cleansers 90.5 90.7 
Paper napkins or 

towels 86.8 89.6 

Drug Products 


and Toiletries 
Per Cent Using 


FEMALE 
All Late-Night 
Viewers Viewers 
Deodorant 80.1% 83.3% 
Face cream 63.0 69.7 
Facial tissues 83.2 88.9 
Headache remedies 69.9 71.7 
Home permanent 34.1 38.3 
Lipstick 80.6 87.8 
Nail polish 58.4 67.3 
Shampoo 77.2 83.0 
Vitamins 30.1 30.4 
MALE 
All Late-Night 
Viewers Viewers 
Aftershave powder 
or lotion 64.1% 70.3% 
Deodorant 49.0 54.6 
Hair tonic 52.9 62.3 
Headache remedies 55.9 57.0 
Razor blades 79.6 89.0 
Shaving cream or 
soaps 75.6 77.8 


while they watch, more than half 
(54.8%) smoke and 13.7% chew 
gum. Some of the night-owls’ 
favorite foods and beverages, to- 
gether with the percentages of us- 
age: 

Sandwiches, 30.3%; coffee, 32.- 
6%; cookies, 23.7%; potato chips, 
22.2%; milk, 24.9%, beer, 24.5%. 


Three Networks Appoint Reps 
to NARTB Radio Board 

Three radio networks have 
taken advantage of a new by-law 
of the National Assn. of Radio & 
Television Broadcasters and ap- 
pointed representatives on the as- 
sociation’s radio board. The by- 
law, approved last month, permits 
network members to have a rep- 
resentative on the radio board and 
the tv board. 

New appointees to the radio 
board are Charles T. Ayres, v.p. in 
charge of the ABC radio network; 
Arthur Hull Hayes, president of 
CBS radio network, and Charles 
R. Denny, v.p. in charge of NBC- 
owned stations and NBC Spot 
Sales. E. M. Johnson, v.p. in charge 
of production, station relations 
and engineering, continues to rep- 
resent Mutual. 


Charlesworth to Don Larson 


John A. Charlesworth, former- 
ly in sales promotion and adver- 
tising at Hoffman Electronics 
Corp., has joined Don Larson Ad- 
vertising Agency, Beverly Hills, 
Cal., as an account executive. 
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DAILY 
NEWS 


circulation 


UP 
101,627 


rea 


the only 


GROWING 


Newspaper 
in Chicago 


in this postwar era 


The daily average circulation of the Chicago 
Daily News for the six-month period ending 
March 31, 1955 was 591,341 ... up 101,627 
over the same period in 1946... and up 
18,318 over the same period in 1954. 


Source: ABC Publishers’ Statements for 6- 
month periods ending March 31, 1946 and 
March 31, 1954; and figures for 6-month period 
ending March 31, 1955 as filed with the Audit 
Bureau of Circulations, subject to audit. 
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Radio Station WHAN, Charles- 
ton, S. C., has been purchased by 


H 
Je BOARDMASTER Visval Control arry C. Weaver of Oak Ridge, 


Saves You Time, Money. 
%& Gives Graphic Picture of Your 
Operations at a Glance. 
% Simple to Operate, Type or 
write on Cards, Snap in Grooves. 
%& Ideal for Production, Traffic, 
Sales, Inventory, Scheduling, Etc. 


%& Made of Metal. Compact and 
Attractive. Over 50,000 in Use. 


Full price s4ge with cards 
24-page illustrated 
F e F F BOOKLETNo.¥-500 
Without Obligation 

Write Today for Your Copy 
GRAPHIC SYSTEMS, 55 West 42nd St., New York 36 


FCC. Principals of the Charleston 
Broadcasting Co., which sold the| 


Atlanta theater owner, and Ray 


a4 


consideration 
was $49,500. 


Rita Garner Joins WMGM 

Rita L. Garner has been appoint- 
ed sales promotion director of 
WMGM, New York Metro-Gold- 
wyn-Mayer outlet. She was form- 
erly with Hearst Publications in 


—The Comic Weekly. 


station, are Frederick G. Storey, | 


Ringson, general manager, WRDW) 
and WRDW-TV, Augusta. Total) continue at its present address, 155 
in the transaction’ E. Ohio St. Mr. Hoover has been 


the promotion department of Puck) 


Buys WHAN, Charlesion. S. C. Hoover Named Lewis Head 


Robert L. Hoover has been elect- 
ed president of Dick Lewis Stu- 
dios Inc., Chicago art studio, to 


Tenn., subject to approval of the succeed Richard C. Lewis. Mr. 


Lewis will devote more time to 
Lewis & Martin, Chicago motion 
picture company. Dick Lewis Stu- 
dios’ name will be changed to Lew- 
is & Hoover Studios Inc., and will 


with the studio for 10 years. 
Katherine Force to Field 


Katherine Force, formerly with 
the research departments of 


Tatham-Laird, Armour & Co., and|- 


the Toni Co., Chicago, has joined 
Field Research Co., San Francisco, 
as a member of the research sup- 
ervisory group. 


Judge it by 
the company it keeps 


Total Display Advertising Lineage 
Sunday Magazines 1954 


New York Times 1,787,485 
Los Angeles Times 1,507,816 
Louisville Courier-Journal 1,422,067 
Philadelphia Inquirer 1,164,838 


ATLANTA JOURNAL 
AND CONSTITUTION 


Cincinnati Enquirer 
Cleveland Plain Dealer 
Chicago Tribune 
Detroit News 
Columbus Dispatch 
Buffalo Courier-Express 
New York News 


1,158,216 


1,118,855 
1,074,089 
1,066,287 
1,059,048 
1,028,008 
1,018,000 
1,010,914 


tions, 


nation. 


Tops in color, editorial content and advertising, 
Journal and Constitution Magazine is read by 99 per cent 
of the women and 96 per cent of the men, according to the 
latest readership study. The Atlanta Journal pioneered the 
field of the locally edited Sunday Magazine 43 years ago. 
Now combining the talents of two great Southern institu- 
The Atlanta Journal and Constitution Magazine 
serves the entire South—fastest growing section of the 


The Atlanta Journal and Constitution Magazine 


KTH 


LARGEST 
in the Nation 


The pacemaker keeps up with the 
boom in the South 


The Atlanta Journal and Constitution Magazine goes 
into four out of five homes in urban Georgia. Local and 
national advertisers long have known this magazine as a 
great producer of results. In 1954 only four Sunday maga- 
zines in the nation carried more advertising than The 
Atlanta Journal and Constitution Magazine. 


the 


To cover the Southeast Empire use 


‘ SUNDAY CIRCULATION 


492,738 


Publisher's Statement, 
March 31, 1955 


Che Atlanta Zournal 


Covers Dixie Like the Dew 


THE ATLANTA CONSTITUTION 


The South’s Standard Newspaper 


Advertising Age, May 23, 1955 


Retteshing Mews *igu24 


Nature Pure 
Refreshment 


PABST SPARKLING BEVERAGES—This 
ad, running in more than 200 pa- 
pers throughout the Midwest, in- 
troduces the new line of canned 
soft drinks of Pabst Brewing Co. 
The company introduced a low- 
calorie Cola last year and now 
has added five flavors to the line. 
(AA, March 14.) 


‘This Copy Smells,’ 
N.Y. Subway Execs 
Say in Banning Ad 


New YorK, May 17—The New 
York subway fare almost went up 
by a scent recently, but the New 
York transit authority put a stop 
to that. 

The extra scent was not the us- 
ual U. S. mint variety, but the 
fragrance of oregano, tomato 
paste and garlic, a gimmick 
thought up for La Rosa Spaghetti 
Co. by its agency, Kiesewetter, 
Baker, Hagedorn & Smith. The 
agency had cooked up a colorful 
car card showing a dish of spa- 
ghetti and impregnated with these 
odors. The agency said the odors 
can be whiffed from 20’ away and 
will last for 45 days. 


= The agency waxed nearly poetic 
about the poster. “It is sensation- 
/al,” it declared. “It is enough to 
drive a _ spaghetti-hungry man 
mad, It has drool appeal. The 
GARLIC—mmmm.” 

But staid New York transit au- 
thority officials, after one mouth- 
watering sample of the spaghetti 
perfume, declined the car card. 
They said: 

“We regret exceedingly that op- 
erating, as we do, public vehicles, 
we would not dare to inflict any 
aroma, however enhancing or de- 
sirable, on the citizens of New 
York City while riding their own 
subway.” 

The transit authority didn’t 
specify whether it was the aroma 
of spaghetti in toto or the smell of 
the GARLIC which they objected 
to. 


WCAU-TV Increases Rates 

WCAU-TV, Philadelphia, _in- 
creased its rates on May 1. In- 
creases ranged from 25% in Class 
AA to 10% in Class C. Basic one- 
time hour rate in AA time will be 
$3,000, with AA half hours sell- 
ing for $1,800 and one-minute an- 
nouncements for $600. Class A 
‘hourly time will be $2,000, A half 
hours will be $1,200 and A min- 
ute announcements $400. 


Emerson Joins Chiksan 


James L. Emerson, formerly 
advertising manager, George S. 
Thompson Corp., South Pasadena, 
Cal., has been named to the new 
post of assistant to the manager, 
sales development department, 
Chiksan Co., Brea, Cal. He will 
work on the ad and sales promo- 
| tion program. 
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Heavier advertising effort is necessary in the 3 concentrated 
City and Suburban areas of New York, Chicago and Phila- 
delphia—which account for 18% of all U. S. Retail Sales— 
because in these areas the family coverage of General Maga- 
zines, Syndicated Sunday Supplements, Radio and TV thins 
out. In these far-above-average markets there is no substitute 
for FIRST 3 MARKETS’ coverage of more than 3-of-every-5 
families. 


" * New 

Conca Malar Cee And, FIRST 3’s TOTAL “Sunday Punch” Circulation of over 
“ Chicago Sunday Tribune 6,000,000 reaches 49% of the families in 1,440 Cities and 
x Magazine Towns, which ring up 34% of Total U. S. Retail Sales. To 
: ee Sunday Inquirer make your advertising sell more where more is sold... it’s 
- paste tpssre FIRST 3 FIRST. 

Rotogravure « Colorgravure 
ay New York 17, N. Y. News Building, 220 East 42nd Street, VAnderbilt 6-4894 * Chicago 11, Ill., Tribune Tower, SUperior 7-0043 


San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 * Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 
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Read That Fine Print Carefully 


The vice-president of a specialty food company which sells a good 
portion of its product through direct advertising nas sent us a com- 
munication he received the other day which we think ought to be 
brought to the attention of the field. 

The communication, unaccompanied by a letter or anything else, is 
a printed form headed, “Notice of Publication,” from the “National 
Buyers’ Guide of the United States,” Indianapolis, with the name and 
address of this food company typed in. The form comes in two parts 
—“retain this section” and “please detach and return this stub with 
your remittance.” 

“National Buyers’ Guide,” the form says, is “for purchasing agents, 
buyers and credit men; covers the United States—worldwide circula- 
tion; a reliable national buyers’ guide for buyers everywhere; pub- 
lished quarterly.” The “notice of publication” is for “listing name in 
displayed type under classification of your products per issue com- 
mencing in 82nd issue, semi-annual edition 1955, with up to 20 words 
of descriptive matter. 2% 10 days—$17.” 

Nothing wrong with this, except it’s called a “notice of publication,” 
and looks pretty much like an invoice, instead of saying that what the 
publisher is trying to do is to sell an order for a descriptive listing on 
a til forbid basis at $17 per listing, minus 2% for 10 days. 

To make this clear you’ve got to read the small type (and it’s pretty 
small) at the bottom of the form. Here one discovers that “a nominal 
charge is made for displayed classification. If you care for it we will 
appreciate your O.K. for publishing until forbid. Just return the stub 
of this notice of publication. We presume you wish displayed classifi- 
cation under your product—if not, no reply is necessary. This is not a 
bill, Furthermore, we will refund, upon request, within 30 days from 
time of remittance, any one payment if you are not satisfied or change 
your mind.” 

Well, as we’ve been saying, there’s nothing wrong with all this, al- 
though maybe some potential buyers of advertising would like to know 
a little more about the publication, and particularly how many copies 
are distributed. The “notice of publication” doesn’t quite get around 
to saying. 

It does demonstrate, however, that advertisers and others ought 
not to be signing or approving things without taking a careful look- 
see, including the small print. 


Let's Keep Running Scared 


It has always been our private opinion that, after all the good, 
logical, economic reasons for the continuance of excellent business in 
this country have been recounted, there still remains one important 
psychological factor which deserves a considerable amount of credit. 

This is the fact that, almost unanimously, our crop of crystal ball 
gazers predicted pretty dire things after the war. As a result, business 
men entered the postwar period running scared. Most of them—re- 
member?—were pretty sure that something bad was in the works. But 
they were also pretty sure that hard work and intelligent planning 
and action might soften the blow as far as they and their individual 
companies were concerned. 

So postwar planning—with an able and important assist from the 
Committee for Economic Development—went on apace. Everyone 
recognized that he’d have to have better products, a tighter organ- 
ization, and better sales and marketing operations to survive the ex- 
pected slump. As a result, everyone was on his toes, ready for the 
battle, which he did not expect to be easy. 

Now wave after wave of optimism is building up. This year is sure 
to be the best ever ... the boom will probably continue well into next 
year ... things are fine ...we’re entering a real golden age. 

Well, maybe we are. But the best way to assure it is to keep on 

running scared, and not get overconfident. 


George W. Williams, Macfadden Publications, New York. 


“What happened to the letter from the guy who thought 
I was funny?” 


> 


What They're Saying 


‘Educational Radio-TV’ 
Called a Misnomer 

The unique function of educa- 
tional television—and in many 
ways the point is applicable to 
educational radio—is_ still not 
readily understood by the public; 
and there is confusion on the def- 
inition among educators. 

The lack of clarity arises partly 
from the dual definition of the 
word “education,” and partly from 
a misconception of the technique 
of educational broadcasting. 

The term “educational” is used 
often to encompass the good play, 
the concert, the symposium on cur- 
rent events, the scientific exposi- 
tion, the newscast—intellectual en- 
tertainment and stimulation, and 
cultural recreation. These pro- 
grams are educational in the sense 
of their being intellectually satis- 
fying. 

Educational radio and television 
stations now in operation also give 
a large portion of their broadcast 
time to this kind of educational 
program. 

This overlap between commer- 
cial and educational production, of 
“large audience” program service 
in cultural and intellectual enter- 
tainment, will always obtain and 
should be encouraged, but let us 
not confuse this service with the 
basic mission of the educational 
station... 

Educational television and radio 
is a misnomer. We should instead 
speak of televised and broadcast 
education, so that the purposes, 
methods, and outcomes will be 
measured by educational stand- 
ards, not by entertainment or rec- 
reational standards, no matter how 
laudable or worth while the latter 


may be... 


—Dr. David D. Henry, vice-chancellor, 
New York University, speaking at the 
25th Institute for Education by Radio- 
Television in Columbus, O. 


Pet Milk Gooteth 

Probably with the best inten- 
tions in the world—and the least 
thought—Pet Milk offered to sup- 
ply the nation with identification 
tags (to be worn in case of enemy 
attack) for 25¢ and a can label. 


What is even more shocking is that 
the Federal Civil Defense Admin- 
istration not only endorsed the 
plan, but circularized regional and 
state agencies about the promotion 
and sent out publicity releases on 
it. 

Then, as they say in novels, af- 
ter a pregnant pause, the storm 
broke. The press pounced upon 
this obvious commercialization of 
such a fearful subject. Local and 
regional CD officials howled their 
protest; legislators on all levels 
denounced both the company and 
the FCDA. 

Protests such as these had their 
effect. A spokesman for the FCDA 
recently admitted that charges of 
“commercialism” had forced a 
change in the operation. The pub- 
lic can still get the tags “at cost” 
for a quarter, but no proof of pur- 
chase is necessary: Pet Milk also 
has promised to turn over to civil 
defense organizations any profits 
that might accrue. And that’s 
where it stands today. 

Outside of producing a contam- 
inated product, it is difficult to 
imagine a better way of obtaining 
such adverse publicity. The over- 
zealousness of the promotion was 
only exceeded by its poor taste. 
An undoubtedly well-meaning 
program boomeranged. 

We'd like to belabor the point 
just a bit further, that is how some 
public relations people are any- 
thing but that. Though it may 
seem incredible, some firms ac- 
tually have the poor taste to in- 
clude product blurbs in their 
obituary notices of company offi- 
cials. It makes a fine rapport be- 


tween the company and the editor. 


—Bob LaVine in the May issue of 
Premium Practice. 


A Different Plane 

I think an actor should act. He 
shouldn’t be forced into the posi- 
tion of selling products. But if you 
do tv, the sponsor often makes you 
throw in a pitch for what he’s 
selling. I think that lowers an 
actor’s dignity. 

—Dana Andrews, in an fngt a by 


Bob Thomas, reported in the Long 
Island Daily Press. 


Advertising Age, May 23, 1955 


| Rough Proofs 


According to the newspapers, 
Bernice Fitz-Gibbon, just elected 
a director of Montgomery Ward, 
is expected only to create a slogan 
that will bring in the customers 


the way she did for Macy’s and 
Gimbel’s. 


~ 
Pepsodent returns to Foote, 
Cone & Belding, reports the 


world’s greatest advertising jour- 
nal. And perhaps that means also 
the return of Miriam, the gir] 
who discovered irium. 


The great hassle over sales lead- 
ership in the motor world has just 
been ended by R. L. Polk & Co., 
which will report registration fig- 
ures hereafter sans those for cars 
still in dealers’ hands. 


Confidentially, the man said, the 
magazine with the .argest news- 
stand circulation, totaling some- 
thing like 4,000,000, is Confiden- 
tial. 

. 


“The arrival of major league 
baseball in Kansas City,” remarks 
the Star, “spotlights the tremen- 
dous expansion and growth of the 
market.” And Lou Boudreau hopes 
Bobby Shantz’s arm can help keep 
KC in the major leagues. 


The Old Professor says the 
newspaper which advertises that 
it has coverage of well over 100% 
of the families in its area has 
stated a proposition which only 
another Einstein could properly 
elucidate. 

7 


Lucky Strike cigaret advertising 
will appear for the first time in 
the comics sections of Sunday 
newspapers in July. This is re- 
garded by investment analysts as 
another sign of a more cheerful 
outlook in the industry. 

se 


Many proponents of motivation 
research, says Alfred Politz ac- 
cusingly, “are guilty of intellectual 
dishonesty in claiming too much 
for what is only a fragmentary 
usage of Freudian psychology.” 

Can anybody get Vienna on the 
wire? 

“Changing retail picture wor- 
ries promotion men,” says the 
headline. 

And it’s just possible the chang- 
ing retail picture is also worrying 
the retailers. 


Charlotte Montgomery, who ap- 
peared on the Chicago Tribune 
forum on distribution and adver- 
tising, may not have been the most 
famous member of the panel, but 
she was certainly the prettiest. 


“High ratings,” according to 
Sid Bernstein, “may tickle the 
vanity of a sponsor, but they 
won’t press a single button on his 
eash register.” 

And low ratings aren’t guaran- 
teed to do so, either. 


The dissolution of an advertis- 
ing organization in Detroit may 
mean the beginning of a new and 
refreshing trend in a_ business 
which doesn’t suffer from a lack 
of organizations. 
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Women’s clothes! Action’s a must or your season’s 
a bust. THE INQUIRER has been FIRST in 
women’s specialty shop advertising for 15 con- 


secutive years. These are the women who buy 


45 Shopping Centers in 


h <a - 
the very goods you sell. So the point is plain DELAWARE VALLEY, U.S.A. 


Put your advertising in the newspaper that’s 
FIRST FOR ACTION in Delaware Valley, U.S.A. 


have over $8 billion effective buying 
income... and the market still grows. 


' Tremendous expansion has given rise ' 
e 4 ° to 45 new shopping centers through- bis 
: ¢ T ¢ p Ta Nguurer out Delaware Valley! Here, families se 


Constructively Serving Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: West Coast Representatives: 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. DIX FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES Pay 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard . 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 
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The NEWS of the ROCKIES 


First 120 days of 1955 we have 
printed 1,056 MORE PAGES than in 
the same period in our record-shatter- 
ing year of 1954, a gain of almost a 


DENVER 


News 


March March 

Classification 1955 1954 
Retail (total) .... 131,557,410 117,611,111 
Dept. Stores ... 49,032,255 44,639,064 
General ............ 34,413,948 34,083,614 
Automotive ...... 15,291,560 11,336,351 
Financial .......... 3,530,105 3,099,439 
Total Display .. 184,793,023 166,130,515 
Classified .......... 57,756,452 50,024,021 

| a 242,549,475 216,154,536 


Change 


Newspaper Advertising Linage 
March, 1955 
Media Records Report for 52 Cities 


% January-February % 
1955 1954 Change 
342,018,017 315,563,124 + 8.4 
126,780,567 118,129,998 + 7.3 
86,946,720 83,282,545 + 4.4 
36,311,414 30,768,251 +18.0 
10,754,239 9,627,504 +11.7 
476,030,390 439,241,424 + 8.4 
157,117,669 140,577,013 +11.8 
633,148,059 579,818,437 + 9.2 


411.9 
4+ 98 
+ 1.0 
434.9 
413.9 
411.2 
415.5 
+12.2 


New Soft Drink Bottlers 
Group Formed in East 

A new soft drink industry group 
has been organized in the New 
England and Middle Atlantic states, 
The new group, the Soft Drink 
Council for Bottlers of Carbonated 


market opportunities for its mem- 
bers’ products. 

A four-month research program 
will be undertaken before a full- 
scale promotional campaign is 


Beverages, will seek to create new | 
Reynolds Pen Names Otto 


launched. Pendray & Co., public 
relations organization, has been re- 
tained to conduct organizational 
and program development. Chair- 
man of the new council is William 
C. Silver, president of Elco Bever- 
age Co., Bristol, Conn. 


Reynolds Pen Co. has appointed 
Robert Otto & Co., Mexico City, 
to handle advertising for its “mag- 
netic” pen in Mexico. 


Advertising Age, May 23, 1955 


FTC Tightens 
Rules on Ads 


| PRESIDENT 


~ 


sh | 


by the entire population of Boston. 


pepresemeet ee ty Moloney, Regan 


year rcached an estimated aggregate of $1,502,289,000! 

That's almost $2 million MORE than was spent 
Little wonder 
that advertisers KNOW that in Los Angeles, the fu// 


power of the press means the Herald-Express! 


wat 


The HERALD-EXPRESS is 
BIGGER THAN BOSTON!” 


IT’S A FACT! Herald-Express households total 


more than 330,000. Their total retail purchases last Los Angeles Evening 


HERALD 


EXPRESS 


Largest Evening 


Circulation in the 
Entire West 


& Schmitt, inc: 


for Margarine 


WASHINGTON, May 17—In its 
first actions under the 1950 mar- 
garine advertising law, the Federal 
Trade Commission has emphasized 
that it will not tolerate any ex- 
pression which suggests that mar- 
garine is a dairy product. 

A unanimous decision by Chair- 
man Edward F. Howrey reviewed 
the legislative history of the 1950 
law and said it is evident Congress 
clearly intended to eliminate any 
association of ideas in the use of 
terms which would lead consumers 
to believe margarine is a dairy 
product. : 
In last week’s actions, hearing 
examiners’ rulings dismissing two 
complaints were reversed. In the 
third case the initial decision pro- 
posing an order was tightened. 
The actions were: 


© E. F. Drew Co., New York: FTC 
upheld a decision proposing to stop 
such terms as “churned to delicate 
sweet creamy goodness” for Farm 
Queen margarine. It extended 
the order to ban the term “coun- 
try fresh,” which had been ruled 
acceptable by the examiner. The 
examiner’s finding that the word 
“farm” need not suggest a dairy, 
was, however, confirmed. 


® Reddi-Spred Corp., Philadel- 
phia: the commission reversed Ex- 
aminer Abner E. Lipscomb on 
statements in Reddi-Spred’s ads 
which suggested “that while it is 
technically oleomargarine, it is ac- 
tually a dairy product.” 

Among the terms banned by 
FTC were “a premium margarine 
containing not only vegetable fats 
but also real fresh butter.” 


® Blanton Corp., St. Louis: FTC 
reversed a decision by Examiner 
Everett Haycraft dismissing this 
case and remanded it for further 
hearings. FTC said the brand name 
“Creamo,” used by Blanton for 
more than 50 years, may be mis- 
leading if left by itself. The com- 
mission said Blanton’s. statements 
that “Creamo” contains milk and 
cream might be acceptable if all 
ads specified the fact that the 
milk and cream content is 5%. 


Ad Award Slated June 21 

Entries for the Assn. of Adver- 
tising Men & Women’s “Outstand- 
ing Young Advertising Man 
Award” will close June 1, judging 
will be held the week of June 12 
and the award will be made June 
21, instead of June 28 as previous- 
ly announced, according to Wil- 
frid S. Rowe, committee chairman 
and ad manager of Sterling Na- 
tional Bank & Trust Co., New York, 
where entries should be sent. The 
judges will be Lawrence Bernard 
of ADVERTISING AGE, Ted Sancha- 
grin of Advertising Requirements, 
Joseph Kaselow of the New York 
Herald Tribune, William Freeman 
of the New York Times and Car- 
roll Swann of Printers’ Ink. 


McCann Has Purex Liquid 

In reporting the acquisition of 
the Old Dutch cleanser division of 
Cudahy Packing Co. by Purex 
Corp., South Gate, Cal., in its May 
9 issue, AA said that the Purex 
agency is Foote, Cone & Belding. 
FC&B does handle Purex dry 
bleach and several detergents, but 
McCann-Erickson, Los Angeles, is 
the agency for Purex liquid bleach. 


Waldie & Briggs Adds One 
Waldie & Briggs, Chicago, has 
been named to handle advertising 
for Allen Electric & Equipment Co., 
Kalamazoo, maker of electric auto- 
motive testing equipment. 
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Hit the Middle of this 


BiG OUTSTAT 
MICHIGAN MARKET! 


e Right in the middle of an 81% billion dollar Mich- the Booth Newspaper method of selling them. 
igan retail market, leading advertisers are finding a 
rich money-belt, containing 8 important Booth News- 
paper Markets. 


Booth Michigan Newspapers will give you valuable 
assistance in boosting your 1955 Michigan sales. Ask 


your Booth man to tell you more about the Booth 
Record-breaking linage figures show what other approach to today’s Michigan selling. 
national merchandisers think of these markets and 


A. H. Kuch Sheldon B. Newman Brice McQuillin Wm. Shurtliff 


110 E. 42nd Street 435 N. Michigan Ave. 785 Market Street 601 Ford Bldg. 
Call a Booth man today! New York 17, N.Y. Chicago 11, Illinois San Francisco 3, Calif. Detroit 26, Michigan 


Oxford 7-1280 Superior 7-4680 Sutter 1-3401 Woodward 1-0972 


““Your Michigan Market Outside Detroit"’ 
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On the 


line... 
a million dollars 
in the first 


three weeks! 


On June 12, NBC will present the special premiere broad- 
cast of MONITOR. 


But MONITOR has already arrived. In the three weeks since 
the rate-card was issued, America’s alertest advertisers 
and their agencies have rushed to invest more than 
$1,000,000 in MONITOR with the first program almost a 
month away. 


For MONITOR is an unequalled opportunity to reach a huge 
cumulative audience at prices no national advertiser can 
afford to pass by. Wherever Americans go, MONITOR goes 
with them from 8 a.m. each Saturday until midnight Sun- 
day —into living rooms, bedrooms and kitchens; at 
beaches, ball parks and summer camps; along the high- 
ways in 29,000,000 family cars. 


Packed with forty hours of the most exciting and enter- 
taining material that the full resources of NBC can provide, 
MONITOR has everything for everyone — new sounds in 
music, in news, in everyday living—even new sounds in 
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oddities (the nation will hear a worm turn, an oyster 
laugh). MONITOR will take its listeners to the boulevards 
of Paris with Art Buchwald... an assault on the sound 
barrier with an Air Force jet pilot . . . the uncontrolled 
hilarity in a TV studio as the comedian warms up his 
audience . . . above all, to the raw, pulsing life of the 
unexpected news-break. 


Even now, NBC Radio reaches half the families in the 
United States each weekend. MONITOR will bring in mil- 
lions more, and keep their radios near them. And to take 
your message to these millions, MONITOR offers the most 
flexible plan in broadcasting history. You can buy one- 
minute announcements, 30-second announcements and 
6-second “‘bill-boards,”’ and you can buy them as you need 
them — on the entire network or on any or all of the 
five NBC-owned stations. 


A special Introductory Dividend Plan gives you an extra 
bonus if you sign up now — value piled on value in the 
precedent-shattering pattern for radio’s future. 
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These are some of the sponsors who 
have already put their money in Monitor 


American Motors, Nash Division Gruen Watch Company 
Bendall Pontiac, Inc. Mid-Continent Petroleum Corp. 
Carter Products Philip Morris Inc. 

Douglas Laboratories, Inc. Radio Corporation of America edt wy 
Food Fair Super Markets, Inc. Seaforth! Shulton, Inc. 
(Washington, D.C.) Thomas J. Lipton, Inc. 
General Motors Corp., Chevrolet Division Western Union 


EXCITING THINGS ARE HAPPENING ON 


Mil} Radio 
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Moore Is President. 
Fulton Becomes New 
Chairman of OAI 


New YorkK, May 18—Warner 
R. Moore, business manager and 
a director of the New York Her- 
ald Tribune, will become presi- 
dent of Outdoor Advertising Inc. 
June 1. 

Kerwin H. Fulton, president of 
OAI since 1931, has been elected 
board chairman and chief execu- 


Agency Changes Name 

Van Wood-Fischer, New York 
agency, has changed its name to 
Cole, Fischer & Rogow for easier 
identification of partners. Arthur 
A. Fischer, president and media 
director, operates the New York 
office. “Van,” from Marvin R. 
Cole, board chairman, treasurer 
and radio director, operates the 
West Coast office in Beverly Hills. 
The partnership interest of 
“Wood,” from Atwood Klinger, 
was bought out two and a half 
years ago. Lee Rogow, exec. v.p. 


we |and copy chief, is in the New York 


Kerwin Fulton Warner Moore 
tive officer of the outdoor ad- 
vertising industry’s national sales 
organization. Mr. Fulton was large- 
ly responsible for forming OAI 24 
years ago. Before that he had been 
president of General Outdoor Ad- 
vertising Co. for several years. 

Before joining the New York 
Herald Tribune in 1951, Mr. 
Moore was advertising director of 
the Philadelphia Inquirer; before 
that, an advertising salesman with 
the New York Journal American. 

OAI sells and promotes the out- 
door advertising medium nation- 
ally to advertisers and agencies 
through twelve sales offices 
throughout the country. It re- 
ported national sales in 1954 of 
$111,518,634, up 5.2% over ’53. 
This was six times the level of na- 
tional volume in outdoor adver- 
tising at the time of OAI’s forma- 
tion, 


S. F. Advertising Club Elects 
H. L. Bright, assistant v.p. of 
Pacific Telephone & Telegraph Co., 
has been elected president of the 
San Francisco Advertising Club. 
Other officers elected are Marshall 
Virello, director of advertising and 
public relations for California 
Physicians Service, v.p.; Mrs. 
Edith Bell Marsh, public relations, 
I. Magnin Co., secretary, and Har- 
ry F. Borden, president, Borden 
Printing Co., reelected treasurer. 


Thomas Promoted to V.P. 
Gordon S. Thomas, account 
manager of Harris D. McKinney 
Inc., Philadelphia, has been elected 
a v.p. and director of the agency. 
McKinney also announced that it 
has been named advertising coun- 
sel for Schramm Inc., Philadel- 
phia, maker of air compressors. 


Which Sunday Magazine 
Does Central Florida Prefer? 


Here's the way they rate in five Cen- 
tral Florida counties: * 


Tampe Tribune (No Magazine). 3,358 
Orlando Sentinels 
Florida Magazine 


Add all them together and Orlando 
Sentinel's home-printed home-edited, 
standard size 20-page Ficridu Moaqo- 
zine has almost three times the cir- 
culation of all others in these closely- 
knit 5 Central Florida counties. 

Central Florida is a market of 
400,000 people who spend 500 mil- 
lion $ a year. 

Florida Magazine can give you 
ROP color. 

*Source: ABC March 31, 1954 


Orlando Sentinel-Star 


MARTIN ANDERSEN—Editor, Owner, 
Ad-Writer & Galley Boy 


office. Ry agency oe to bill 


Noonan Joins Chrysler 

C. P. Noonan has been named 
sales manager of the Chrysler di- 
vision of Chrysler Corp. He came 
to Chrysler from the Studebaker- 
Packard Corp., where he was east- 
ern divisional sales manager with 
headquarters in Detroit. 


White Sewing Names Lange 
Christy A. Lange has been ap- 

pointed general manager of adver- 

tising-sales promotion for White 


Sewing Machine Co., Cleveland. 
He formerly was v.p. in charge of 
sales for Domestic Sewing Ma- 
chine Co., a subsidiary of White. 


Raybestos Buys Revolite 

Raybestos-Manhattan Inc., Pas- 
saic, N. J., has purchased the Rev- 
olite division of Atlas Powder Co., 
Wilmington, Del. The Revolite di- 
vision, which produces asbestos 
cloth covers, will retain its name 
under the new ownership. 


Corbin Named PR Director 
Frank G. M. Corbin, formerly 


Advertising Age, May 23, 1955 


public relations account executive 
at Batten, Barton, Durstine & Os- 
born, has been appointed public 
relations director of Health Insur- 
ance Plan of Greater New York. 


Reinhold Boosts Starke 

Kathleen A. Starke, assistant 
treasurer, Reinhold Publishing 
Corp., New York, has been elected 
to the board of directors. 


Audits & Surveys Co. Moves 

Audits & Surveys Co., New York, 
has moved to larger space at 
Rockefeller Center. 
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Want to really go places ®.. 


More businessmen, in more kinds of 
business, are reading The Wall Street 
Journal than ever before. Already (as of 
March 31, 1955) circulation has passed 
365,000. And for advertisers, cost-per- 
1,000-subscribers has been reduced by 
64% since 1942. 

Where else can your advertising 
reach your best business prospects at a per- 
1,000 rate lower than before Korea? What 
other single publication gives you such 
saturation of the executive field with cover- 
age that is both wide and deep? 


You can really go places with The 
Wall Street Journal. Economically and effi- 
ciently, The Journal carries your sales 
message to the responsive men who them- 
selves are going places. This publication 
takes good advertising, surrounds it with 
important news businessmen can’t afford 
to neglect ... brings you results from an 
audience of readers who are on the lookout 
for what you have to sell. 

Let The Wall Street Journal — 
stronger than ever — help you reach your 
sales destination...directly, quickly, eco- 
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..+- BRINGS YOU A WORLD OF BUSINESS 
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Bendix Offers Barbecue Set 


The television and broadcast 
receiver division of Bendix Avia- 
tion will offer a 10-piece barbecue 
set as a premium with the pur- 
chase of a Bendix tv set. The pro- 
motion will be in effect during the 
summer months. The company 
says the utensils have a retail 
value of $35. MacManus, John & 
Adams, Baltimore, is the agency. 


Prince Heads ANPA Unit 

Roy W. Prince has been named 
technical research director of the 
ANPA’s research institute. He had 


Se Se ee at cae es 


been acting director since Dec. 1 
when Clarence M. Flint left to 
join Charles T. Main Co., Boston, 
consulting engineer. Mr. Prince 
had been in charge of the ANPA 
research laboratory in Easton, Pa., 
since 1949. 


Hurst Joins Bruce Payne 

D’Orsey Hurst, formerly a mem- 
ber of the advertising sales staff 
of Time Inc. in New York, has 
been named v.p. and general man- 
ager of the New York office of 
Bruce Payne & Associates, man- 
agement consultant. 


Campbell Offers 
$25 Dealer Listings in 
Multi-Page ‘Life’ Ad 


CAMDEN, N. J., May 18—Camp- 
bell Soup Co. will celebrate the 
51st birthday of the Campbell 
Kids with a multi-page ad section 
in the Nov. 7 issue of Life. 

Department, drug, variety and 
food stores will be offered listings 
in the issue as “headquarters for 
the famous Campbell Kids mer- 


chandise” at $25 to cover produc- 


tion costs. The listings will follow 
the multi-page section. 

Live commercials on “Today” 
and “The Pinky Lee Show” (both 
NBC-TV) will back the promo- 
tion for two weeks, beginning Nov. 
A 

Listings in the Life ad and free 
promotional kits are being handled 
through Grey Advertising Agency, 
New York. Window, counter and 
in-store display material are in- 
cluded to tie in with national ad- 
vertising. 

Licensed merchandise includes 
bake and coffee sets, metal cook- 
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ing sets, chuck wagon sets, pot- 
holders, oven mitts and gloves, 
toy vacuum cleaners, radio bikes 
and safety booklets, boy and girl 
dolls, children’s and girls’ sports- 
wear, silverware sets, shopping 
games, toy furniture, mattresses, 
bumper pads, car beds, car seats 
and bibs, dresses and roller skates. 


Lowe Joins ACTION 

Jeanne Lowe, formerly with the 
public relations company of Roger 
Brown Inc., has joined the Ameri- 
can Council to Improve Our Neigh- 
borhoods, New York. She will 
work in the magazine publicity 
section of ACTION’S information 
and educational division. 


Leiner Joins Leed's Corp. 
Murray Leiner, formerly with 
Town & Country, has been named 
advertising and promotion manag- 
er for Leed’s Travelwear Corp., 
New York. Mr. Leiner will coordi- 
nate all advertising and promotion 
activities for Leed’s and its affili- 
ate, Fairway Golf Bag Co. Inc. 


Stickin Around 


with KLEEN-STIK 


For P.O.P. that’s T-O-P! 


You just can’t beat KLEEN-STIK 
for Point-of-Purchase displays and 
labels! With its easy 1-’n-press 
method, it’s a natural for gett 
extra “‘play”’ from dealers . . . an 
extra attention from customers. No 
wonder it’s used by so many adver- 
tisers in so many clever ways: 


How long since youve tasted 
real cheese? 


Cheese “Tease” 


Big as life and “twice as natural”, 
this 3-dimensional taste-teaser 
tempts customers right at the 
counter. CHARLEY SCHLINGER 
and ROGER CASEBOLT of 
ARMOUR & CO., Chicago, got 
this bright idea . . . and worked it 
into a clever cut-and-fold piece. 
Two KLEEN-STIK strips hold it 
tightly in place on self-service _re- 
frigerator cases in stores. MAGILL- 
WEINSHEIMER, Chicago 
printed it “inside out”’’ on the bac 
of Kromekote stock—saving the 
glossy side for the slick product 
reproduction in realistic color. 


a. /\ | 
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PLEASE MISTE 
GIVE US KIDS 


A BRAKE! 


Prcrntatned tm tee imtarast of Chihd tahety by Thettrwey inper Mhevtate 


ek ee ty cotien ee Neamt fo cae ethene et Shy en es le al i ty, 


"Please, Mr. Motorist” 


Des Moines’s THRIFTWAY 
SUPER MARKETS didn’t have 
to go far to round up volunteers to 
help spread this — plea — they 
found ’em right at the check-out 
counters! Every customer with a 
car got one of these bright, bold 
KLEEN-STIK Bumper ..~ to 
keep the message “rolling’’. Timed 
with school opening, the campaign 
was highly effective and made many 
friends fer Thriftway, who did the 
art in their own Art Dept. Sha 

rinting job by GLAYSTO 

RINTING CO. on KLEEN- 
STIK 65# Yellow Litho, all-over 
gummed. 


If you’re lookin’ for a new angle 
—a new switch in P.O.P., switch 
to KLEEN-STIK! This versatile 
pressure sensitive makes outstand- 
ing window signs, shelf-edgers, 
back-bar signs, and many more. 
Ask your regular printer or lithogra- 
pher—or send for our famous 
**Idea-of-the-Month” service, 


KLEEN-STIK PRODUCTS, INC. 
225 North Michigan Avenue « Chicago 1, Ill. 
Pioneers in pressure sensitives for Advertising and Labeling 
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FC&B Promotes Bosley ‘San Francisco. He has been with 
Edward R. Bosley has been pro-| the agency for seven years as an 

moted to creative director of tele-| account executive in the Los An- 

vision for Foote, Cone & Belding, geles and San Francisco offices. 
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If you sell popular 


2ecords 


the record section of the 

new DOWN BEAT will pro- 
duce fast results... by readers 
who purchase records regularly 
and frequently. 


More than 100,000 buyers use 
DOWN BEAT as their guide 
for’ record purchases. 


Write today for complete market information! 


DOWN BEAT 2% caumet Ave 


Chicago 16, Ill. 
Everything in the World abaut the World of Music 


a maher Down Beat—Country ond Western Jamboree—Record Whirl—Up 
ganas’ Beat— Music—Beverages—Radio y Articulos Electricos—Bebidas— 
publication Lo Farmacia Moderna—La Tienda—Elaboraciones y Envases— 
publishing since 1934 Radio y Articulos Electricos Catalog File—Bebidas Annual Directory 


AMA May Relax Restrictions on Drug Mixes, 
‘Journal’ Editor Tells Pharmaceutical Admen 


CuIcaco, May 17—Dr. Austin| passed on drug mixes, a dim view 
Smith, editor of the Journal of was taken of mixes and few were 
the American Medical Assn., said approved. 
last week that drug mixtures) Agi 
“which are directly related and, In discussing the transition pe- 
ones which compliment each other” | riod that the AMA is going 
probably will be approved in the through now that the seal pro- 
future by the AMA. | gram has been discarded, Dr. 

Dr. Smith made his statement) Smith made it clear that the AMA 
at the third annual advertising | drug standards will remain just 
seminar sponsored by the Midwest} as high. He also stressed that the 
Pharmaceutical Advertising Club,,; AMA probably will continue to 
held here in the Edgewater Beach| reject unlike drugs in mixtures. 
Hotel. He cited as an example a min- 

One of the most vexing prob-| eral and vitamin mix. Such a mix 
lems facing the medical associa-| probably would be rejected, he 
tion’s council on pharmacy and_ said. A more compatible combina- 
chemistry and _ the advertising | tion, such as phenobarbital and 
committee is drug mixes, now) estrogen, on the other hand, might 
that the AMA has dropped its| win approval, he said. 
seal program (AA, Feb. 21), Dr. No AMA seals have been issued 
Smith admitted. Under the new) since February, and none will be 
setup, the council will pass on in- issued for new drugs or products, 
dividual drugs, and the advertising’ Dr. Smith said. Products that al- 
committee will rule on drug mixes.' ready have the AMA seal may 
In past years, when the council continue to use the seal, he said, 


Service makes a difference when you 


ship by United Air Lines Air Freight 


United Air Lines has always specialized in service 
designed to meet individual shipping needs. 

Take, for example, flowers. A steady user of United 
Air Lines Air Freight service is the S. S. Pennock Co., 
nation’s largest wholesale florists with main offices in 
Philadelphia. Mr. Charies F. Pennock, President, says: 
“United Air Lines is recognized throughout the industry 
as an air carrier of flowers and has gone out of its way 
to co-operate with florists to find the best means of 
handling flowers for air shipment.” 

In the same way United Air Lines can help solve 
your shipping problems with specialized service 
for fragile, perishable or unusual products and for 
scheduling of shipments. You'll notice a 
difference when you ship by United. 


Discover the advantages of United Air Lines 
Reserved Space Air Freight — write for 
“Industry's Flying Partner,” Cargo Sales, Dept. K-5 
United Air Lines, 5959 S. Cicero Avenue, Chicago 


MORE THAN 264 MAINLINER® FLIGHTS DAILY—AIR CARGO ON EVERY ONE 


Mr. Charles F. Pennock, Philadelphia wholesale florist, 
inspects an air freight shipment arrival. 
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but he did not say how long this 
practice would be permitted. 

AA learned that a deadline date 
of Aug. 15 has been set. Agencies 
and drug manufacturers, however, 
which are using copy prepared be- 
fore the seal program was dropped, 
may be permitted to use the copy 
beyond the August date. 


® AA also learned that the re- 
laxation of restrictions on mixes 
probably would result in increased 
advertising for AMA periodicals. 
The AMA periodicals will continue 
to control new products submitted 
for advertising. Basic standards 
and principles under which ad- 
vertising will be accepted will be 
published in the near future, Dr. 
Smith said. The publications will, 
in the future, stress frequent and 
timely reports on products, he 
added. 

The tremendous rise in prescrip- 
tion sales in the U. S. from 1948 
through 1954 was discussed by 
Carl Weber, v.p., A. C. Nielsen 
Co. He pointed out that the dollar 
volume of prescriptions has in- 
creased from $525,000,000 in 1948 
to $985,000,000 at the end of last 
year. Sales are expected to reach 
$1 billion this year, he said. 

Mr. Weber also pointed out that 
in recent years drug store sales 
volume in long established prod- 
uct fields has failed to grow, in 
contrast to a steadily rising sale 
of these products in food stores. 
Food stores’ volume has increased, 
according to a new survey of a 
group of products, from 36% of 
retail drug and toiletry sales in 
1951 to 47% last year, he said. 


= The number of prescription 
drug stores has increased by more 
than 3,000 in the last six years, 
Mr. Weber said. Independent drug 
store over-all sales, he said, have 
risen 25%, and chain drug store 
sales 9% since 1948. 

S. A. Montgomery, head of pro- 
fessional services for Gerber 
Products Co., told delegates that 
medical exhibits are valuable ad- 
vertising media and should be 
audible as well as visible. He urged 
drug makers to exhibit new prod- 
ucts, make the booths attractive, 
and employ qualified men to ex- 
plain the drugs to doctors. 

Pharmaceutical houses were ad- 
vised to start institutional adver- 
tising programs, in order to edu- 
cate the public and to clear up 
misconceptions about drugs, by 
John F. Hunsicker of The Saturday 
Evening Post. Mr. Hunsicker also 
warned of possible government 
controls of drug companies, doc- 
tors and hospitals because of the 
complacent attitude of the public. 
According to a recent survey, the 
most of the public thought that 
drug prices were too high, he said. 


= Other speakers at the seminar 


tor of psychological research, So- 
cial Research Inc., who spoke on 
the attitudes of people toward 
sickness and medicines, and Jack 
Casey, marketing planning mana- 
ger, Mead Johnson & Co., who 
talked about newer methods of 
medicai promotion. The luncheon 
speaker was Gene Flack, sales 
counsel and director of advertising, 
Sunshine Biscuit Co. 


Chicago Show Printing 
Names 2 to Detroit Office 
Chicago Show Printing Co. has 
named Neil Lewton creative con- 
tact representative and Lee A. 
Roach creative art director of its 
Detroit office. The company makes 
point of sale merchandising ma- 
' terials. 
| Mr. Lewton was formerly con- 
‘tact and merchandising man with 
the D. P. Brother & Co., Detroit. 
Mr. Roach was with the Jam 
/Handy organization in Detroit. 


Asher Etkes Moves 

Asher B. Etkes Associates, New 
York public relations consultant, 
has moved to 16 E. 52nd St. 


were Harriett Bruce Moore, direc- .- 
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Why did the Exide Automotive Division 
choose Sports Afield to advertise their famous 
EXIDE Ultra Start Batteries? Because Sports Afield 
is a fertile field for all things automotive. 96.9% 
of Sports Afield subscribers own their own cars — 
42% take full care of the cars they own. Follow 
the lead of EXIDE and advertise in Sports Afield. 


You get results fast! 


—— 


SPORTS AFTELD 


THE AUTHORITY FOR FISHING AND HUNTING 


A Hearst Magazine 
959 Eighth Avenue, New York 19, N. Y. 
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Tucker Wayne Appointed 
Tucker Wayne & Co., Atlanta, 


has been appointed to handle the) 


advertising of White Ice Cream & 
Milk Co., Wilmington, N. C. White 
is a division of National Dairy Pro- 
ducts Corp. 


Wright Joins Bayless-Kerr 
Ralph W. Wright has joined 
Bayless-Kerr Co., Cleveland, as 
assistant account executive, He 
previously was an associate ac- 
count executive with Griswold- 
Eshleman Co., Cleveland. 


FIRST in advertising lineage 
in the Quad-Cities! 


Morning Democrat 


*Copr. 1955 Sales Mgmt. 
Survey of Buying Power 


successful advertisers know the first way is the best way 
to sell the $471,527,000* Quad-City market 


Davenport, lowa—Rock Island, 


Se 
3 


DAVENPORT NEWSPAPERS ¢& 


FIRST in advertising lineage in ALL IOWA! 


So 


Moline and East Moline, Ill. 


FIRST in Quad-City 
circulation! 


x 


Evening Daily Times 


Sunday Democrat & Times 
Headquarters: Davenport, lowa Represented Nationally by JANN & KELLEY, INC. 
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Radio Dead?-Two 
Research Studies 
Combat the Idea 


NEw York, May 17—Radio re- 
search scored two hits last week 
with the release of two reports 
that indicate: 

1. “The continuing vitality of 
radio in its unique role.” 

2. “Today’s radio can deliver 
even greater audiences than radio 
did before television.” 

The first point is part of a re- 
port conducted by Alfred Politz 
Research Inc. for Henry I. Chris- 
tal Co., radio station representa- 
tive, on the audiences of WJR, 
Detroit; WHAS, Louisville, and 
WGY, Schenectady. The study is 
considered a sequel to a Politz 
radio study made in 1953 which 
helped establish the importance of 
radio in television markets. 


Among the major contributions 
referred to in the report is the 
“discovery that people are much 
more highly selective than ever 
supposed and in each market 
choose a particular station as their 
favored companion from among 
the many available stations in the 
area.” (The three stations sur- 
veyed were reported as heavy fa- 
vorites in their markets.) 


® Several of the earlier findings 
are reiterated, such as the point 
that almost everyone in a televi- 
sion area owns and listens to a 
radio because, among other rea- 
sons, “people can and do listen to 
radio while doing other things” 
and radio has great mobility with- 
in the home as well as outdoors. 

The report goes into consider- 
able detail on the degree to which 
radio listeners choose a specific 
station in each of the three mar- 
kets as their favored companion. 
“It is unmistakable,” the report 
says, “that there is a very great 
difference between the individual 
stations in any marketing area 


Its easy to 


ONE hig unified 
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Intermountain 
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with a consumer spendable income of $1,800,000,000 


To pitch your product in the prosperous Salt Lake Intermountain Market of 114 million 


people, rely on the complete coverage of The Salt Lake Tribune and the Deseret News 


and Telegram. Only these two metropolitan newspapers serve and sell'this one big 


market that has a personal buying income well above the U. S. Average. With one 


low rate, you'll score in this entire market. 


a The Salt Lake Tribune 


(MORNING & SUNDAY) 


DESERET NEWS 1. 
Salt Lake Telegram (eveninc; 


Represented Nationally by: MOLONEY, REGAN & SCHMITT, INC., Metropolitan Sunday Newspapers 
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Advertising Age, May 23, 1955 


|when examined on each of the 
| factors influencing circulation and 
impact.” 


= “Today’s campaigns concen- 
trated on the great station in each 
market, chosen market by market, 
can release an advertising force 
so great as to be at a level far be- 
yond the force of haphazard radio 
in its most brilliant past chapters 
of selling history,” it concludes. 

Copies of the individual reports 
on the three stations are available 
direct from the station or through 
Christal. 

Earlier in the week, American 
Broadcasting Co. released a 67- 
page report on the current status 
of network audience, sets and pro- 
gramming. 

“If used correctly,” this report 
said, “today’s radio can deliver 
even greater audiences than radio 
did before television, even in the 
nighttime hours.” 

While gross time sales have fal- 
len in the past nine years, the 
study points out that network 
radio’s gross billings are greater 
than 13 years ago and three times 
greater than 20 years ago. 

Today radio covers 46,646,000 
homes, 44% more than ten years 
ago, it is in 98.1% of all the homes 
in the country—practically 10% 
more than ten years ago—and 
there are 31% more radios per 
home. 


® The “bonus audience,” radio 
equipped cars, has increased 26.3% 
to the point where there are now 
29,000,000 radio equipped automo- 
biles. 

Since 1946 the per cent of homes 
using radio has declined an aver- 
age of 59% at night, 27% in the 
afternoon and 17% in the week- 
day morning. “Virtually the same 
number tuned in in the afternoon 
but 14% more tuned in on the av- 
erage minute of the weekday 
morning.” 

While morning radio in general 
suffered a 20% average decline in 
the past two years, ABC says its 
own programs had a 5% rating 
increase and a 15% increase in the 
number of homes reached, despite 
the inroads of morning television. 

The study outlines “saturation 
radio,” ABC’s network concept, 
and contrasts its various network 
plans with spot radio. 

Summarizing, the report con- 
cludes that ratings have declined 
but ABC’s audience is up; quality 
homes are harder to reach but the 
network is reaching more and 
nighttime radio has changed but 
ABC has changed to meet the 
challenge. 


® Columbia Broadcasting System 
got in its own personal plug last 
week also by releasing a study, 
which shows that, “The number 
of people reached per dollar on 
the CBS radio network is more 
than twice the number reached by 
magazines and almost double what 
it is for television.” 

CBS findings showed that CBS 
Radio delivers 643 listeners per 
dollar; all network television, 356 
viewers, and magazines, 277 read- 
ers. 


Richter to Textile Institute 

Alan M. Richter has been named 
director of public relations at the 
Philadelphia Textile Institute 
Foundation. Mr. Richter, who for- 
merly was with the industrial re- 
lations department of Heintz Mfg. 
Co., succeeds Stuart H. Carroll, 
who resigned to join the Univer- 
sity of Pennsylvania’s develop- 
ment program. 


2 V.P.s Named by Glenn 

Robert O. Holleron Jr. and John 
W. Fraser Jr. have been appointed 
v.p.s of Glenn Advertising Inc. Mr. 
Holleron and Mr. Fraser, who 
formerly operated their own 
agency in San Antonio, merged 
with Glenn in March, 1954, and 
now operate the San Antonio of- 
fice. 
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Fit out a farm with running water — and results 
that are downright spectacular start to happen 
right away. 


Dairy cows, for example, produce more and 
richer milk. Hens lay more eggs. Pigs and cattle 
put on more meat per day on less feed. In fact, 
production steps up briskly and profitably all 
around the farm. 


All this, of course, is in addition to the modern 
miracles of better farm living that come into the 
house along with running water. The extra con- 
venience and pleasure of a modern bathroom. 
The ease of mechanized laundry, dishwashing 


and water-heating equipment. And, most wel-. 


come of all, plenty of water under pressure 
wherever you want it. 


So, with all these wonderful benefits to be 
wrought by such a simple thing as running water, 
you’d think that every farm would have it. The 
truth of the matter is, though, that far too many 
don’t .. . and too many that do are not making 
the most of it. 


Something is being done—now 


Just as you’d expect—if you’re at all familiar 
with our century of leadership— Better Farming 
is going all out to bring all the advantages of a 


Now Country Gentleman 


nd aim are the same... 


running water system to every American farm. 


This crusade was launched when Better Farming 
sounded the call to a “‘water systems clinic’’ in 
Chicago during January. Government and agri- 
cultural college leaders, bankers, manufacturers 
of pumps, pipe, plumbing fixtures and home ap- 
pliances met and discussed every aspect of the 
problem. 


All pledged themselves to do something about 
bringing adequate water to the farmstead. 


And right now, in our May issue, the editors of 
Better Farming are giving farmers a complete 
running water program developed from this meet- 
ing. Ten major features tell in clear detail what 
adequate water means in more profitable pro- 
duction and more enjoyable living . . . how to 
get it .. . how to make the most of it. 


As this Better Farming campaign continues, 
more and more farmers are going to be turning 
water into bigger yields and bigger income. And 
more and more farm families are going to be 
buying the pleasures and products of better farm 
living with all those extra dollars. 


There’s one way to make sure it’s your prod- 
uct they buy. Offer it in the magazine that’s lead- 
ing this bright new era— Better Farming! 


Better Farming 


A Curtis publication 
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Whittier Criticizes 
Cosmetic Ads for 
“Witch Doctor’ Copy 


New York, May 17—Today’s 
cosmetic advertising urges women 
to try cosmetic products with copy 
that more often sounds like a 
“witch doctor” rather than a “lo- 
gician,” according to Charles L. 
Whittier, retired v.p. of Young & 
Rubicam. 

In a speech before the Toilet 
Goods Assn. convention, Mr. Whit- 
tier also said current cosmetics 
copy is handicapped by a case of 
“me-too-ism” and lack of adver- 
tising ingenuity. He added that 
women are asked to believe that 
products are different when most 
ads use practically identical claims 
and similar illustrations. 

Mr. Whittier pointed out that 
companies which spend their ad 
budgets “promoting romance” are 
aiming at only 21% of the potential 
market. He said 65% of the poten- 
tial market embraces 38,334,000 
married women, while 28% of the 
market is represented by women 
between the ages of 45 and 65. 


= The former agency man also 
urged more faith in advertising. 
“I gather,” he said, “that you use 
it for other reasons than because 
of a deep seated belief in its power 
to sell merchandise. Perhaps you 
use it to impress the trade. Perhaps 
you use it because others do and 
therefore you think you must.” 

The convention also heard a re- 
port that the industry, using sound 
merchandising, has tripled its sales 
in the last 20 years, with a record 
volume of $1,086,000,000 in 1954. 
Dan Rennick, editor of American 
Druggist, said the next 25 years 
would bring the industry a 78% 
gain in sales from increasing con- 
sumer buying power alone. 

He also predicted the develop- 
ment of “geriatric cosmetics,” 
which will provide therapeutic ad- 
vantages to elderly persons. 

John A. Ewald, president of 
Avon Products, was reelected pres- 
ident of the association. 


Chirurg Gets Rest of ATF 


American Type Founders, Eliza- 
beth, N. J., has placed its Aquatrol 
and foundry type advertising 
with James Thomas Chirurg Co., 
New York. This formerly was han- 
dled by Jaap-Orr Co., Cincinnati. 
The change consolidates all ATF 
advertising with Chirurg. 


“Red"’ Quinian, Vice Pres., 
American Broadcasting Co. 
always carries his 


minox 


| 
camera 
becavse—it cannot be 
excelled for client public 
relations, monitoring TV 
programs, and microfilming 
important station and 
rsonal documents. in 
is work...for his pleasure 
—he uses the world's 
tiniest precision camero— 
so tiny (19x 3V%4"x %") 
—so light (2% oz.). fast 
f/3.5 lens. all speeds from 
Yo sec. up to 1/1000 sec. NO 
FLASH NECESSARY FOR 
INSIDE SHOTS. you'll want 
a minox, too! 


minox III-S with 

chain and case 13950 
for literature and your 
dealer, write Dept. M 


KLING Photo Corp. 
235 Fourth Ave., 
New York 3, N.Y. 


Capitol Records to Y&R 

Capitol Records Inc., Los An- 
geles, has appointed the Los An- 
geles office of Young & Rubicam 
to direct its advertising. Calkins & 


Admen, Writers Offer Aid 
to Enemy—the Railroad 


Twenty-one residents of Rock- 
land and Bergen County who com- 


bany and Weehawken and ferry 
service between Weehawken and 
New York City. The proposed 
abandonment is a hot issue in the 
| Hudson Valley. 
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WABD Names David Lowe 
WABD, New York, has appoint- 
ed David Lowe as director of pro- 
grams for the station. Mr. Lowe has 
been producer-director on the Du- 


mate to their advertising, = 
relations and editorial jobs in New 
York have offered the New York) Jolliffe Joins CBS Sales 

Central Railroad their services on| Richard W. Jolliffe has joined 
a free sparetime basis to help build|the CBS Radio sales department| KRNT-TV Joins CBS 

up passenger service on the West! as an account executive in the Los} KRNT-TV, Des Moines, will 
Shore Division. The group warned| Angeles area. He was formerly|join CBS-TV as a basic intercon- 
the railroad, however, that it| assistant general sales manager for|nected affiliate, effective Aug. 1. 
would not help the railroad aban-|KNX and the Columbia Pacific) The station is owned by Cowles 
don passenger service between Al-| Radio network. Broadcasting Co. 


Holden formerly serviced the ac- 
count. 


Gardner Promotes Kratky 
Warren Kratky, with the agency 
since 1948, has been elected a v.p. 
of Gardner Advertising Co., St. 
Louis, and will head the agency’s 
new department of marketing. 


Mont Television Network’s pro- 
gram staff for the last five years. 


NO SELLING 


ITHOUT 


In Boston, WBZ+WBZA, 51,000 watts, the only New 
England station with primary coverage in all six states. 
In Philadelphia, KYW, 50,000 watts, delivers America’s 
third market, covers 1,160,900 homes in 36 counties. 

In Pittsburgh, KDKA, 50,000 watts, sells strong in 108 
counties where 8 million people spend over 7% billion 
dollars annually. 

In Fort Wayne, WOWO, 50,000 watts, covers 69 rich 
counties in Indiana, Michigan, Ohio. $4,499,760,000 retail 
sales last year. 

In Portland, KEX, 50,000 watts, Oregon’s only top- 
powered station, blankets the Pacific Northwest. 


WBC RADIO STATIONS— 
DELIVER 26%* MORE HOMES 
THAN ANY OTHER COMBINATION 
OF STATIONS IN THESE 
MARKETS 


In Boston, WBZ-TV, Channel 4, New England’s first TV 
station delivers America’s 6th market, 1,267,223 homes. 
In Philadelphia, WPTZ, Channel 3, gives a clearer picture 
to more people over a wider area than any other Penn- 
sylvania station. 

In Pittsburgh, KDKA-TV, Channel 2, Number one TV 
station in western Pennsylvania delivers America’s 8th 
market, 1,134,110 TV homes. 

In San Francisco, KPIX, Channel 5, Northern California’s 
pioneer T'V station delivers America’s 7th market,1,159,055 
TV homes. 


WBC TV STATIONS— 
FIRST IN 4 OF THES 
MILLION-SET 
MARKETS IN THE U.S. 


That’s why no selling campaign is complete without the WBC stations. Put WBC in your plans. 
Call any station, or Eldon Campbell, WBC National Sales Manager, PLaza 1-2700, New York. 


*Nielsen Coverage Service—nighttime 
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Two Join Earle Ludgin 

Genevieve Boyd has joined the 
research department staff and M. 
J. Pulver is a new member of the 
creative staff of Earle Ludgin & 
Co., Chicago. Miss Boyd was form- 
erly with Foote, Cone & Belding 
and Mr. Pulver with Calkins & 
Holden, Chicago. 


G. B. McDermott Elected V.P. 
G. B. McDermott has been elect- 

ed a v.p. of the National Research 

Bureau Inc., Chicago. Mr. McDer- 


7) nramake sy es ~. 


mott owns Radio Station KBUR, 
‘Burlington, la., is general manager 
and v.p. of WGIL, Galesburg, IIL. 
and is v.p. of applicant station 
KLIN, Lincoln, Neb. He formerly 
was general manager of WMAQ 
and WENR, Chicago. 


Minneapolis Ad Women Elect 
Gwen Harvey of WCCO-TV has 
been elected president of the Wo- 
men’s Advertising Club of Minne- 
apolis. Other officers elected are 
Elizabeth Keaton, Knox-Reeves, 


v.p.; Jeanette Wiggs, Munsingwear | 


Inc., secretary, and Mary Ellen 


McLear, First National Bank, 
treasurer. 
Brisacher, Wheeler Adds 3 


Brisacher, Wheeler & Staff, San 
Francisco, has added three new 
members to the agency. They are 
Robert E. Cooper, copywriter; 
Margaret Waldron, home econo- 
mist, and Faye Hanger, time buyer 
in the radio-tv department. Mr. 
Cooper and Mrs. Hanger formerly 


were with Rhoades & Davis and 
Mrs. Waldron was most recently 
with the California Food Research 
Institute, San Francisco. 


Two Join Calspray Ad Dept. 
John W. Wood Jr., formerly with 
Leo Burnett Co., Chicago, and 
‘Bernard Lowry, formerly with 
Richard N. Meltzer Advertising, 
San Francisco, have joined the ad- 


vertising department of the Cal- 
spray division of California Spray 
| Chemical Corp., Richmond, Cal. 


aga aera weet, ey i “is Sai i 
= = = = 


PAIGN IS 
COMPLETE 


WBC STATIONS 


wowo, Fort Wayne; kex, Portland; kpix, San Francisco 
KPIX represented by THE Katz AcEncy, INc. 


All other WBC stations represented by Free & PETERs, INC. 


WESTINGHOUSE BROADCASTING COMPANY, INC. 


WBZ + WBZA ¢ WBz-TV, Boston; KYW ¢ WPTZ, Philadelphia; KOKA ¢ KDKA-TV, Pittsburgh; 
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Boetie Foods Campaigns 
Boetje Foods Inc., Rock Island, 
lll., is launching a drive in news- 
papers, radio, tv and point of pur- 
chase for its Dutch Style mustard. 
Distribution of the mustard, which 
is extensive in the Midwest, is be- 
ing extended to both coasts. War- 
ren & Litzenberger, Davenport, Ia., 
is the agency. 


Spencer Press Names Jacobs 
The school and library division 
of Spencer Press, Chicago publish- 
er of the American Peoples En- 
cyclopedia, and an affiliate of 
Sears, Roebuck & Co., has named 
Lester L. Jacobs Inc., Chicago, to 
handle its advertising. 


Ship Account to Ellington 
Ellington & Co. has been ap- 
pointed to direct advertising for 
the Trans-Atlantic Passenger Con- 
ference, an association of all trans- 
Atlantic steamship lines formed 
to promote transoceanic travels by 
ship. 


to reach the top candy man- 
ufacturers ... all of them... 
and make your selling points 
pay— 


aim high, point straight, 
completely cover the field 
the only possible way: 


USE A 


VERTICAL 


PUBLICATION 
— the leader in its field 


CANDY 
[INDUSTRY 


DON GUSSOW PUBLICATIONS, INC. 
18 East 49th Street 


NB P| New York 17, N.Y. 


Information headquarters for the billion- 
dollar industries they serve — 
@ Candy Industry 
@ Bottling Industry 
@ Candy Industry Catalog 
and Formula Book 
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Thomson Buys ‘Sudbury Star’ 

The Star, Sudbury, Ont., one of 
Canada’s largest provincial dail- 
ies, has been sold to the Thomson 
Co. Ltd., becoming the 18th news- 
paper in the Thomson Canadian 
chain. CKSO and CKSO-TV, Sud- 
bury, were not included in the sale. 


Admiral Promotes Steele 

Edward P. Steele, assistant man- 
ager of the market research de- 
partment of Admiral Corp., Chi- 
cago, since 1953, has been pro- 
moted to manager of the depart- 
ment. He succeeds Robert L. An- 
derson, who has resigned. 


Explosive growth siieitess KY 
Radio-Electronic Industry! 


Advertising is always a good measure of 
an industry. Take technical radio. The IRE 
DIRECTORY of 1942 displayed for 6000 engineers 
the products of 47 advertisers. In 1954, 35,000 engi- 


neers read and used the ad 


data of 502 firms. 


Advertising in the directory of this “explosive 
radio industry” pays out! Proof? Compared to 47 
original advertisers in ‘42, 49 used multiple pages 
(complete catalogs) in 1954 DIRECTORY. Ask us! 


Deadline is June 15th. 


Engineers are educated 
to specify and buy! 


INSTITUTE OF RADIO ENGINEERS 


THE | 
| 


1475 


RE DIRECTORY 


Advertising Department 
Broadway, New York 36, N. Y. 


N. Y. Art Directors Elect 
Officers, Sets Awards in June 

Franklin D. Baker, senior art 
director, McCann-Erickson, has 
been elected president of the Art 
Directors Club of New York, ef- 
fective June 1. He succeeds Julian 
M. Archer, director of art, Fuller 
& Smith & Ross, who has been 
elected to the executive committee. 
Mahlon Cline, art director and 
typographic consultant, was re- 
elected treasurer. Other new of- 
ficers are Bradbury Thompson of 
Mademoiselle, ist v.p.; Walter 
Grotz of Marschalk & Pratt div. 
of McCann-Erickson, 2nd _ v.p.; 
Bert Littmann of Pahmer & Litt- 
mann, secretary, and Rudolph 
Dusek of J. Walter Thompson Co. 
and George Samerjan, designer 
and art director consultant, to the 
executive committee. 

The club will make its annual 
advertising and editorial and art 
and design awards June 3 in the 
Waldorf-Astoria and exhibit the 
winning items June 6-24 in the 
Associated American Artists Gal- 
leries. 


‘McCall's’ Names Kommel 
Faith Kommel, one-time mem- 
ber of the Mademoiselle promotion 
staff, has joined McCall’s promo- 
tion staff as manager of Betsy Mc- 


Call merchandising and products. 


She succeeds Mrs. Virginia H. 
Hodgett, who has retired. 


Names Grammer Publisher 
Allen L. Grammer, former pres- 
ident of Street & Smith and one- 
time executive of Curtis Publish- 
ing Co., has been named publisher 
of Art News, New York, and elect- 
ed v.p. of the Art Foundation 


Press. 


YOU MIGHT SPEED 2 


00 MPH ON A TRAI 


os 


ee 


BUT... YOU NEED WKZO RADIO 


6-COUNTY PULSE REPORT 


KALAMAZOO-BATTLE CREEK AREA—MARCHP, 1955 


SHARE OF AUDIENCE 
MONDAY—FRIDAY 


TO COVER GROUND 


IN WESTERN MICHIGAN! 


NOTE: For first time, Battle Creek's home county 
was included 
interviews. 


© itlty 


N hel 


WKZO — KALAMAZOO 
WJEF — GRAND RAPIDS 


Associeted with 
WMBD — PEORIA, ILLINOIS 


in this Pulse sampling, and provided 30% of 


She Selyer Hations 


WKZO-TV — GRAND RAPIDS-KALAMAZOO 


WJEF-FM — GRAND RAPIDS-KALAMAZOO 
KOLN — LINCOLN, NEBRASKA 
KOLN.-TY — LINCOLN, NEBRASKA 


(Calhoun) 


6 a.m. 12 noon 6 Jr 
ee a If you need to throw the throttle wide open in your Western 
wero > — ae ari Michigan advertising, use WKZO—CBS radio for Kalamazoo 
ees ee 12 i and Greater Western Michigan. 
Ss: J EM 9 7 Pulse figures, left, show WKZO gets more than twice as many 
Sawai —' - = listeners as Station B—morning, afternoon and night! 


Nielsen credits WKZO with 181.2% more daytime radio 
families than Station B—190.6% more nighttime! 


WKZO 


CBS RADIO FOR KALAMAZOO 
AND GREATER WESTERN MICHIGAN 


Avery-Knodel, Inc., Exclusive National Representative. 
*4 French National Railways electric train set this record near Bordeaux on March 28, 1955. 
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Getting Personal 


Proctor Jones, assistant director of sales service and national 
sales, Yankee Network, Boston, and his wife are the parents of a 
first son, their second child, Mark, born April 27 in Glover Memori- 
al Hospital, Needham, Mass....The Fletcher D. Richards bowlers 
(Sy Frolick, Bob Boesl, Jack Walker, Red Reynolds, Jack McKenna, 
Nick Barnett and Sevy Severson) won the New York Advertising 
Agencies Bowling League championship, in a playoff with Dancer- 
Fitzgeraid-Sample. .. 

George Wallace, promotion director, Reader’s Digest International, 
and his wife are vacationing for a couple of weeks in Nassau... 

William H. Sylk, executive v.p. of Sun Ray Drug Co. and presi- 
dent of Philadelphia’s Station WPEN, is the new president of the 
Golden Slipper Square Club, fraternal and philanthropic Masonic 
organization ... 
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IN LINE—Mrs. Ronald Ross, right, wife of the public service and edu- 
cational director of Westinghouse Station WOWO, Fort Wayne, Ind., 
competes as “Mrs. Indiana” in the American Gas Assn.’s “Mrs. 
America” contest in Ellinor Village, Fla. With her are Mrs. Wanda 
Jennings, left, “Mrs. America of 1954,” and Mrs. Louis M. Grab- 
horn Jr., “Mrs. Indiana of 1954.” Mrs. Ross won the state title 
April 12, and is sponsored by the Northern Indiana Public Service 
Corp., Fort Wayne. 


Sigurd Larmon, Young & Rubicam president, has received an 
award for distinguished service to society as a prominent alumnus 
of Dartmouth. It was presented by the Dartmouth Club of New 
York. ..Harvey Olson, program manager of WDRC, Hartford, Conn., 
has been elected v.p. of the Greater Hartford Tuberculosis & Pub- 
lic Health Society. ..Egmont Arens, package designer, and his wife 
Mathilde are on a three-week tour of Europe. He was invited by the 
Belgian Ministry of Economic Affairs to address the Liege Fair of 
Industry May 4 and 5, then tour markets in Brussels and Paris... 

Marion Harper Jr., president of McCann-Erickson, and Joseph 
Jones, president of Reed-Jones, public relations, were among seven 
who received Brazil’s Cruzeiro do Sul (Order of the Southern 
Cross) from Ambassador Joao Carlos Muniz at the Consulate of 
Brazil in New York April 21. This is the first time Brazil has 
awarded to ad and p.r. men its highest honor for nationals of other 
countries. .. 

Pepsi president Alfred Steele, once Standard Oil of Indiana ad 
manager, CBS Detroit manager, D’Arcy Advertising Co. v.p. and 
Coca-Cola v.p., faces an occupational hazard in his May 10 wedding 
to movie actress Joan Crawford. Depending on Madison Ave. or 
Hollywood terminology, he runs the risk of being called “Joan 
Crawford’s husband” as often as she’ll be referred to as “Alfred 
Steele’s wife.”’.. 

Sol Cornberg, NBC director of studio and plant planning, has 
been invited to England as tv consultant to Sidney L. Bernstein, 
Granada Theatres Ltd. chairman. He’ll leave for London July 1 to 
help design a tv city in Manchester. Bernstein owns 85 movie houses 
in England and controls Granada Television Ltd., one of four com- 
panies granted a commercial concession by the Independent TV 
Authority. .. 

William Ewen, Borden Co. advertising manager of publications, 
has been named Assn. of National Advertisers magazine steering 
committee chairman. ..Bill Rowe, Sterling National Bank & Trust 
Co. ad manager, New York, is moving from Scarsdale, N. Y., to his 
new house in South Norwalk, Conn., with wife and son... 

Roland Martini, Gardner Advertising Co. v.p., New York, left for 
a month’s trip to Europe May 19 aboard the Andrea Doria. Director 
of Gardner’s radio-tv department, he’ll study Italian methods of 
filming tv shows and commercials. . . 

Col. John R. Reitemeyer, president and publisher of the Hart- 
ford Courant, has been appointed public relations chairman of 
the YMCA of greater Hartford, The committee’s membership in- 
cludes Charles Brunelle of the Charles Brunelle Co., public rela- 
tions-advertising agency, and Carl E. Lindstrom, executive editor 
of the Hartford Times... 

Don Taylor, president of the New York Employing Printers Assn., 
was honored for 25 years’ service by 1,000 printing execs. at the as- 
sociation’s 90th anniversary dinner May 23. Printing is New York 
City’s second largest manufacturing industry; needle trades is first. . . 

Kenneth Groesbeck, advertising agency counsel (City College 
Class of 05) addressed 500 students and faculty members May 5 at 
Charter Day, marking the New York college’s 108th anniversary. 
Justice Felix Frankfurter, scheduled to speak, was unable to attend 
because of judicial duties. When ballplayers can’t show up for ex- 
tracurricular functions, the saying is, “He died on third.” Groesbeck 
wasn’t a substitute, was on the original schedule, and associates are 


calling him Judge... 
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BELLEF made this sale 


People who have faith in the editorial and advertising pages of the magazines in which you advertise 
are the best sales prospects for your products and services. Outstanding readership of advertising 
and steady response to editorial columns are reliable evidence that . . . 


People believe in The American Magazine. 


This trust is a firmly-based one . . . inspired by an editorial policy keyed to the wants and needs of our readers. 
And more and more people are coming to realize this. During the last six months of 1954, LEADS ALL MAJOR 
American Magazine total circulation reached an all-time high . . . led all major family magazines 

with the greatest increase in newsstand sales. Yes, people believe in The American Magazine because . . . 


The American Magazine believes in people. 


One major result of this belief is increased 


advertising effectiveness .. . whether you advertise drugs 
MAGAZINE 


FAMILY MAGAZINES 


and cosmetics, travel, automobiles, leisure time needs, insurance 
...0r your products or services. Direct your 

selling message to the 10,000,000 monthly readers of 

The American Magazine . . . and watch your advertising get results! 


“It moves goods because it moves people” 
© The Crowell-Collier Publishers Company, 640 Fifth Avenue, N.Y. 19, N. Y. Publishers of The American Magazine, Collier's and Woman's Home Companion 
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WHAT’S GOING ON! 


@ Moke sure you get ol! published items about 
ovr or your client's business eoch month. 
on’s clipping bureou regulorly clips over 
3.058 publications for over 1,000 clients. Approx- 
imately 100,000 clippings sent out per month, 
from business, form and consumer publications. 
An invaluable service to ad monogers, agencies, 
publicity and public relations men, researchers 
ond others. Write for free booklet No. 55, 
“Mogazine Clippings Aid Business.” 


Don’t forget Bacon's 1955 Publicity Checker. Helps 
hondle publicity more effectively. It's coded this 


BACON'S CLIPPING BUREAU 
343 $ Deorborn Street * Chicago 4, Illinois 
Estabtished 1932 


Coordinated Warehouses Proposed to Cut 
Handling Costs and Lick Traffic Problems 


(Continued from Page 3) 

do not work as hard as they did 
before this era of materials han- 
dling equipment and method de- 
velopment, and their thanks should 
go to you men of ingenuity in this 
field who have permitted union 
leadership to make claims of high- 
er productivity of their union 
members. It is true that manpow- 
er is more productive but the cred- 
it should not go to the influence 
of union leadership.” 

The cost of handling in finished 


goods represents 55% of the total 
cost, said Douglas A. Gillespie, of 
Northern Electric Co., Montreal, 
and president of the American 
Materials Handling Society. He 
Suggested that strides in mater- 
ials handling methods must be 
made that will compensate for the 
ever-increasing demands for more 
leisure, through longer vacations 
and shorter work weeks. 


® Lynn J. Riege, materials han- 
dling engineer, U. S. Gypsum Co., 


Chicago, warned that industry 
should not delay using presently 
available handling equipment, de- 
spite the rapid rate at which new 
equipment is being introduced. 
The conference chairman said that 
the intangible benefits of the im- 
provement, though they may be 
hard to evaluate mathematically, 
can far surpass the cost savings. 


= F. V. Gardner, Milwaukee man- 
agement consultant, told the con- 
ference that American industry is 
faced with breaking down of nor- 
mal profit ratios even where high 
volume of sales exists, because of 
a lack of understanding of inter- 
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TELLS WHY THE WINNIPEG TRIBUNE 
REALLY SELLS IN WINNIPEG 
Have you read ‘““The Manitoba Story?” It’s “must” reading if you're 
selling in the billion dollar Manitoba market—and it’s yours for the asking. 
“The Manitoba Story” is completely factual. Every page has been 
compiled from official sources; every fact has been carefully researched. 
From beginning to end, it’s authentic. We will be glad to provide you 
= "ew personal copy of the advertiser’s Best Seller of 1955—‘'The 
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The Advertising Director, The Winnipeg Tribune, Winnipeg, Manitoba, 
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mal and external materials han- 
dling. | 

The machines exhibited ranged 
in size from dollies to a huge crane 
too large to bring into the Inter- 
national Amphitheater. The Thew 
Shovel Co., Lorain, O., stationed 
the crane in a vacant lot about 
two miles from the show and visi- 
tors were able to see it in opera- 
tion through closed-circuit tele- 
vision. At the same time, visitors 
could give directions to the crane 
operator by means of a direct tel- 
ephone connection. 


= Among the newest and most un- 
usual machines related to the ma- 
terials handling field were some 
exhibited by the Dasol Corp., New 
York, and the Barrett-Cravens 
Co., Northbrook, Ill. The Dasol 
Corp. had an electric contro] board 
unit with an electromagnetic mem- 
ory constructed in connection with 
a conveyor belt. 

The routing of any number of 
boxes to any desired location in 
any desired order can be obtained 
by merely pushing buttons on the 
control panel. More than 4,000 op- 
erations can be effected by the 
control board, The units cost from 
$50,000 to $500,000. The entire dis- 
patching and order picking opera- 
tion is completely automatic. 

Barrett-Cravens featured a fully 
loaded tractor train that traveled 
along any desired route, stopping 
and starting whenever desired, 
without an operator. The unit is 
worked by electronics. Radio 
waves are transmitted through 
overhead wires to a “sniffer” box 
installed on the tractor. The over- 
head guide wires can be strung 
along any route. Any desired speed 
can be maintained. Starts and 
stops are controlled by a central 
convertor and a program unit. 


® Exhibitors and manufacturers 
who have been with the exposi- 
tions since they were first held in 
1947 told AA that there were three 
noticeable trends in the field. 


® One trend is the application of 
electronics materials handling 
equipment. 


® Another is a desire to use the 
correct and most efficient ma- 
chines for specific jobs. 


® A third trend is a move on the 
part of manufacturers of the 
equipment to design machines for 
the smaller plants. A good exam- 
ple of the latter trend was install- 
it-yourself packaged air-tube sys- 
tems for mechanical paper han- 
dling and a pre-engineered con- 
veyor system exhibited by Lamgon 
Mobilift Corp., Syracuse, N. ¥. 


® Clapp & Poliak Inc., New York, 
producer of the show, said the 
next exposition will be held in 
Philadelphia in 1957. However, 
another materials handling show 
will be given in Cleveland, June 
4-7, 1956, but under the sponsor- 
ship of the Material Handling In- 
stitute, Pittsburgh. The Cleveland 
show will be the first to be given 
by MHI, which disagreed with 
Clapp & Poliak’s policy of having 
the show every two years (AA, 
June 14, ’54). 

Spokesmen for MHI said that 
because of the cost of transporting 
equipment and the slow develop- 
ment of new machines, the show 
should be held every three years. 


Grand Union Names Sattler 

Walter T. Sattler, formerly di- 
rector of advertising and sales pro- 
motion for the Snow Crop division 
of Clinton Foods Inc., has been ap- 
pointed advertising manager of 
Grand Union Co., East Paterson, 
N. J. He succeeds Fred R. Dimenna, 
who has resigned. Before World 
War II, Mr. Sattler owned and 
operated his own advertising agen- 
cy in New York. Between 1943 and 
1951 he held various sales and 
merchandising positions with the 
Birds Eye division of General 
Foods Corp. 
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He's got to stay home...to read MI 


...then he rushes out to buy! 


And just watch those commutin’ cap’ns beat 1. He grabs the current MECHANIX ILLUs- a bearing on the “MI MILLION” and you'll 
a path to the waterfront from now ’til Sep- TRATED, reads everything in it, makes his steer the shortest distance between your 
tember. Cabin cruiser, yawl, outboard or buying decisions. dealers and their biggest buying customers. 
dinghy ...they’ll tackle anything when they 


From boats to building supplies, there’s no 


2. Rushes out to hi i ly dealer, ; : ' 
read MECHANIX ILLUSTRATED. © his marine supply de quicker, surer route to sales in this mighty : 
hardware store, boatyard, and buys ; : 
5 Maes ie : “do-it-yourself” market. 
Build her yourself!” says their favorite everything he needs to keep the family 
magazine. “Do your own caulking, paint- water-borne all summer. 


ing, outboard motor or hull repairs...” 
And a million boat-happy readers forget all 3. With MI, his favorite handbook, close Ni E Cc H A fed 4 x 


about crab grass and golf scores. by — he builds that sloop, compensates 5 L LU ST F AT E D 


that compass, fixes that outboard — or THE HOW-TO-DO MAGAZINE 
Talk about motivation for navigation! whatever the job may be. A Bemcete Peliosis z 
Nothing gets the suburban sailor’s buying 
plans underway faster than this. Just 3 You said it, mate! Watch these lads to 67 West 44th Street, New York 36, N. Y. 


simple steps: set your most profitable sales course. Take CHICAGO. DETROIT .LOS ANGELES .SAN FRANCISCO 
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Newspaper Ads 
Are Given Credit for 


National Tea Growth 


Curcaco, May 17—Chief credit 
for the sales growth of National 
Tea Co. in the past 10 years is 
being given to its newspaper ad- 
vertising by the company’s offi- 
cials, 

At a conference of sales and ad- 
vertising managers of the com- 
pany’s eight branches, Val S. Bau- 
man, general merchandising man- 
ager, disclosed figures showing 
how important National Tea con- 
siders newspaper advertising. 

As evidence of how sales have 
increased in relationship to in- 
creased advertising expenditures, 
Mr. Bauman pointed out that in 
1944 an ad investment of $458,000 
produced $99,000,000 in sales. The 
1954 ad spending of $5,380,000 pro- 
duced $520,000,000 in sales, he said. 


® Ad expenditures for 1954 were 
approximately 10 times greater 
than 10 years ago, and the com- 
pany’s sales for the last year were 
more than five times greater than 
10 years ago. 

In the 10-year period, 1945 to 
1954, the company has spent $24,- 
300,000 for advertising to produce 
$3,091,000,000 in sales. 

Under the direction of H, V. Mc- 
Namara, president, 66% of this 
advertising budget has gone into 
newspaper advertising. 

“I am a great believer in news- 
paper advertising for food stores 
and food products,” Mr. McNa- 
mara said recently. “I have a lot 
of respect for the ability of ad- 
vertising of all kinds to help build 
the business, but I do favor news- 
paper advertising as a major fac- 
tor in the continued growth of our 
sales. . . We have used other 
major media, including radio, tele- 
vision, circular promotion and, of 
course, point of sale advertising, 
but I give most of the credit for 
lasting results to newspaper ad- 
vertising.” 


® The year 1954 was no exception 
to Mr. McNamara’s 10-year ad- 
vertising policy, and $3,551,400 of 
the $5,380,000 spent by National’s 
eight branches for advertising, or 
66%, went for newspaper adver- 
tising. 

Other media used include radio 
and television, 8.6%, circulars and 
direct mail, 9.8%, display adver- 


Best 

Burrato 
Buy 
for RESULTS 


. $e 
a SPARS ke OS 


@ Traceable results 
prove that the Courier- 
Express is your best 
Buffalo buy for sales in 
the rich, 8-county West- 
ern New York market 
where annual spendable 
income totals nearly 21 
billion dollars, 


ROP COLOR 
available both 


daily and Sunday 
BUFFALO 


COURIER-EXPRESS 


REPRESENTATIVES: 
SCOLARO, MEEKER & SCOTT 
Pacific Coast: DOYLE & HAWLEY 


tising, 4.1%, and miscellaneous 
promotional activities, 11%. 

Measured in linage, National’s 
newspaper advertising accounted 
for more than 5,000,000 lines in its 
eight branch headquarter cities 
throughout the Midwest. In addi- 
tion, 300 other dailies and weeklies 
in the cities and suburbs where 
National has stores carried the 
food chain’s weekly ads. 


® In the two-day sales conference, 
Mr. Bauman reported 1955 sales of 


$170,943,730 for the first 16 weeks 
ending April 23, as compared with 
$152,825,144 for the corresponding 
period of 1954. This is an increase 
of $18,118,586, or 11.86%. 

In commenting on sales results, 
Mr. Bauman called attention to 
the fact that the last four-week pe- 
riod, ending April 23, showed an 
increase of 13.35%, and some 
weeks this year have been as much 
as 22% ahead of a year ago. Sales 
for the coming summer months are 
expected to be as good if not better. 


Ross Joins Pillsbury 


Advertising Age, May 23, 1955 


manager of Business Week. He 


Mylan E. Ross has been named | succeeds Kenneth C. Warner, now 


director of marketing research for 
the feed and soy division of Pills- 
bury Mills Inc., Clinton, Ia. Prior 
to joining Pillsbury, Mr. Ross was 
senior analyst of the marketing re- 
search department of Armour & 
Co., Chicago. 


Cashin to ‘Business Week’ 
John G. Cashin, former Chicago 

manager for Food Engineering, 

has been appointed Cleveland 


associate manager of the central 
region for McGraw-Hill Publica- 
tions. 


Poss to Wellman, Buschman 

Peter C. Poss has been ap- 
pointed media director of Well- 
man, Buschman & Hines, Cleve- 
land agency. He formerly was as- 
sistant advertising manager of 
Timken Roller Bearing Co., Can- 
ton. 
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Oklahoma Publishing Names 
O. C. Brown PR Director 

O. C. Brown has been named di- 
rector of public relations and as- 
sistant secretary of Oklahoma Pub- 
lishing Co., Oklahoma City, pub- 
lisher of the Daily Oklahoman, 
Oklahoma City Times and Farmer- 
Stockman. The company also owns 
and operates WKY and WKY-TV 
in Oklahoma City and WSFA and 
WSFA-TV in Montgomery, Ala. 


Mr. Brown was formerly direc- 


tor of advertising for the two 
newspapers owned by the com- 
pany. He is succeeded by Charles 
M. Neel, formerly assistant direc- 
tor of advertising. 


Breyer Takes Control 
of Anatole Robbins Inc. 

Donald A. Breyer, formerly v.p. 
of Fairfax Inc., Hollywood agency, 
has acquired control of a ieading 
cosmetic manufacturer, Anatole 
Robbins Inc., Hollywood. 

M. Neel, formerly assistant direc- 


dent and general manager of the 
company which makes liquid 
makeup. Hutchinson & Haddock, 
Hollywood, is the agency for Rcb- 
bins. 


‘Houston Press’ Names 
Dollahite to Succeed Hanna 


Harry A. Dollahite has been 
named to succeed Mark Hanna as 
manager of the general advertising 
department of the Houston Press. 
Mr. Dollahite was formerly with 
the Memphis Press Scimitar and 


Commercial Appeal. Mr. Hanna 
leaves the Press to join Morrison 
Securities Co. 


John Kenner Joins Johnson 


John D. Kenner, formerly as- 
sistant advertising manager of Skil 
Corp., Chicago, and advertising 
consultant to the power tool divi- 
sion of Dormeyer Corp., Chicago, 
has joined Richard F. Johnson Ad- 
vertising Agency, Chicago, which 
specializes in catalogs, folders and 


point of sale materials. 


Petroleum Week 


Petroleum Week subscriptions are pouring in! We had hoped to have about 3500 paid 
subscriptions by July—yet, at the end of March, subscriptions had passed the 


7000 mark! 


Mail returns are unusually high—seven times what is considered a good response for 


mail order selling of new subscriptions ! 


This intense interest proves again the pressing need for Petroleum Week. In survey 
after survey oil men have said they need Petroleum Week. Now these men are proving 


they want Petroleum Week—backing up their words with orders. 


Put this exciting new sales tool to work for you! 


You can cash in on oil men’s intense interest in 
Petroleum Week. Your advertising message will de- 
velop extra impact, will gain added effectiveness through 
the cover-to-cover reader traffic created by this industry- 
wide, industry-deep new weekly! Closing date for the 
first issue—July 8—is June 17. 
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Haspel Opens Drive 


for Wash ‘N Wear 
Dacron Men’‘s Suits 


NEw ORLEANS, May 17—Haspel 
Bros., famed lightweight suit mak- 
er, opened a campaign last week 
to promote its new suits which can 
be washed at home, hung to drip 
dry and worn with little or no 
ironing. 

Haspel Bros, tied in with 
E. I. du Pont de Nemours & Co. 
for a full page ad in the May 16 
issue of Life. The ad points up 
the attributes of Dacron for wash 
and wear clothes. The new suits 
contain either Orlon or Dacron. 

The company will also use Holi- 
day, Newsweek, The New Yorker, 
New York Times Magazine, Time 
and Vogue. 

Early sales of the new suits have 
been very encouraging, the com- 
pany states, but “the real story will 
only be written when the hot 
weather arrives,” it adds. 

Many stores featuring the wash- 
able suit will use automatic wash- 
ing machines for window displays, 
Haspel states. It has arranged for 
the use of machines with the May- 
tag Co., Newton, Ia. 

Alfred J. Silberstein, Bert Gold- 
smith Inc., New York, is the 
agency. 


Chesebrough, Pond’s Merge 

Chesebrough Mfg. Co. and 
Ponds Extract Co., both of New 
York, have merged under the name 
of Chesebrough-Pond’s Inc. The 
merger will unite such trademark- 
ed products as Chesebrough’s 
Vaseline petroleum jelly, Vaseline 
hair tonic and other Vaseline 
brand products, and Pond’s cold 
and vanishing creams, Pond’s An- 
gel Face and Angel Skin cosmetics. 
Directors of both companies will 
comprise the new board. Author- 
ized capital stock of the new com- 
pany consists of 750,000 shares 
of $10 par value. 


Sinyard Buys WSTN 

James D. Sinyard, Athens, O., 
has bought WSTN, St. Augustine, 
Fla., from Thomas S. Carr, station 
representative, and Ben Akerman, 
general manager of WGST, At- 
lanta. The purchase, subject to 
FCC approval, will involve $38,950. 
It was handled by Paul Chapman, 
Atlanta broker. 


Remarkable Ad 
Agency Downstate 


Serves 50 clients in 7 states, does 


$44 million, employs 60 people 
.». has amazed entire industry 


(and its owners) by growth. 


I St businesses grow 
big in spite of the owners 
not particularly because of 
them. Aackbenily we did one 
big thing right: located in a 
small city. Intentionally we 
did another important thing 
right: we offered to split 
profits with good advertis- 
ing people. As a result, we 
brought together a remark- 
able group of marketing men, 
copy writers and artists, who 
attracted an amazing (to us) 
volume to the agency. Being 
down here where the people 
are and understanding them 
as we do, because we’re part 
and parcel of the country 
and a small town—we are 
able to produce the most 
practical, down-to-earth ad- 
vertising you ever saw. Talk 
to a Biddle man. You will be 
surprised at the straight- 
from-the-shoulder answers 
you get. 


BIDDLE 4eeney"'"® 
BLOOMINGTON, ILL. 
“Where The People Are” 
Service Offices: Chicago + Kansas City 
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Business’ Best Friend Is 


Anti-Trust Law-—Barnes 


(Continued from Page 1) 


most active in the 65 years since 
the Sherman Act was adopted as 
legal underpinning for the compe- 
titive free enterprise system. 


® Football fans will have no dif- 
ficulty. recalling that in the early) 
1920s, Stanley N. Barnes was an 
outstanding lineman on one of the 
greatest football teams fielded by 
the University of California. He 
was recently elected to the national 
football hall of fame. (Wisconsin- 
born, he moved with his family to 
California when he was two.) 

Naturally his football fame was 
an asset in the early days of his 
professional career. Among the 
young lawyers who shared this in- 
terest in the mid-1920s was the as- 
sistant county attorney of Alameda 
County, Cal., Earl Warren. Messrs. 
Barnes and Warren had met in the 
university’s law library. 

Later they were both active in 
the politically potent University of 
California alumni association. Mr. 
Barnes “went through the chairs” 
right behind Mr. Warren. Their 
friendship ripened, and in later 
years Mr. Barnes, whose name 
means a good deal to Californians, 
supported fellow-Republican War- 
ren’s rise to high office. 


® Mr. Barnes was three years out 
of law school when Chase, Barres 
& Chase was formed on Jan. 
1, 1929, in Los Angeles. The part- 
nership undertook a civil practice 
which was to give Mr. Barnes a 
chance to do the thing he was most 
anxious to do at that time—trial 
work. 

By the mid-1940s, when the firm 
had achieved a reputation in its 
field, defending doctors, hospitals 
and insurance companies involved 
in negligence and “malpractice” 
cases, Mr. Barnes was handling for 
trial as many as 60 cases a year. 
And despite this load, he was 
known as one of the most careful 
and effective trial lawyers in Los 
Angeles. 

As he tells it, he had no inten- 
tion whatever of going on to the 
bench. In the field of forensic med- 
icine (the law of medicine) he was 
at the top of the heap. Aside from 
the fact that it was a challenging 
specialty that appealed to his in- 
quisitive mind, and that it paid re- 
markably well, it was a rield that 
provided ample opportunities for 
extracurricular sideline activities, 
such as lecturing on law at the 
University of California Medics] 
School and instructing nurses and 
accountants on the specialized as- 


where the going was easier, “and 
I could recess court and consult a 
colleague,” as he felt his way 
along in the criminal law. 


= A year later he requested the 
most killing of all the court’s as- 
signments: laws and motions judge. 
This involved reading all the 
pleadings in 45 to 60 motions a day. 
The job has since been split so that 
two men do the work. 

“T never ruled on anything with- 
out reading the complete plead- 
ings,” he says. “It wouldn’t have 
been fair to the lawyers.” 

In 1949, when he stood for elec- 
tion to a full term on the court, his 
candidacy was endorsed 17 to 1 by 
the bar association. Medical groups, 
for the first, and only known, 
time in history, bought advertising 
space to acquaint the public with 
his record. His 510,000 vote plural- 
ity was the greatest of any con- 
tested post in the election. 

In 1949 he presided over the pol- 
itically “hot” Mickey Cohen trial 
and five related vice cases with 
such distinction that he was 
elected by his colleagues as presid- 
ing judge of the criminal section 
of the court. 

In this capacity, he sentenced 
between 5,000 and 6,000 convicted 
felons. With characteristic thor- 
oughness, he studied probation re- 
ports minutely. His associates com- 
mented that he knew the back- 
ground of each case so thoroughly 
“that he could sentence a man and 
make him like it.” 


@ Three years ago he was elected 
by his colleagues as presiding 
judge over the entire court, crim- 
inal and civil. He had just been un- 
animously reelected when Attor- 
ney General Brownell asked him to 
come to Washington. 

In this period Judge Barnes 
stumbled on a hobby which is one 
of his pleasures to this day. Trav- 
eling in Mexico, he saw a primi- 
tive face mask, dating back before 
Columbus, which had what ap- 
peared to be Negroid features. How 
could this be? he asked himself. 
His effort to find the answer con- 
vinced him that the study of masks 
would expose him to a wealth of 
literature which would provide fas- 
cinating information about the de- 
velopment of human society. 

Eventually he built what is re- 
puted to be one of the finest mask 
collections in this country. He be- 
came a trustee of Southwest Mu- 
seum, which specializes in Indian 
culture, and he occasionally writes 
or lectures on “masks and their use 


One of his first actions was to; 
order a review of the 139 cases in- 
herited from the preceding admin- | 
istration. Many were eventually) 
settled by consent decrees, but he| 
was somewhat surprised—in view 
of the charges he had heard from 
fellow lawyers—to find there were 
only five cases which he considered 
unjustified. 


® In a further effort to develop his 


existing anti-trust laws, he was 
instrumental in forming the At- 
torney General’s committee on an- 
ti-trust law, which has just finished 
a complete appraisal of existing 
statutes and policies. 

Because this committee included 
many of the nation’s top anti-trust 
practitioners, its report, which re- 
commends a less doctrinaire en- 
forcement cf the Robinson-Patman 
anti-price discrimination law, has 
been attacked as “a brief for non- 
enforcement of the anti-trust laws.” 

When this charge was hurled, at 
a recent hearing of the House judi- 
ciary committe, Mr. Barnes gath- 
ered up his whole 250-lb., 61” 
frame and snapped back, “There 
may be room for differences of 
opinion about varicus recommen- 
dations of this report, but there is 
no basis whatever for calling it an 
effort to weaken the anti-trust 
laws.” 

He says the report’s vigorous re- 
assertion of anti-trust fundamen- 
tals, in view of the current attacks 
on them, is significant. 


@ On the basis of the things that 
have been done, some observers 
point out that. Mr. Barnes would 
already have been labeled “anti- 
business” if he had been serving 
in a Democratic administration. 

Actually the difference between 
Mr. Barnes and predecessors who 
gained fame as “trust-busters” is 
fundamental; he carefully empha- 
sizes that he has no doctrinaire 
motive in his selection of cases or 
issues. 

“T brought to my present job no 
precise cr rigid notion of what an 
anti-trust program should be,” he 
says. “The pattern of my enforce- 
ment policies has, of necessity, 
been marked out case by case.” 

Broadly speaking, he feels he 
parts company with his predeces- 
sors on at least three scores: 


® He looks, he says, for cases 
“which are aimed not at doctrinal 
perambulation but at making real 
strides towards cracking re- 
straints.” 


® He seeks to encourage pre-trial 
settlements “to get more results per 
enforcement dollar.” 


® “In those foggy, unsettled 
reaches of the law, we have not 
sought to produce a hasty certainty 


Own expertness on the validity of| & 


Advertising Age, May 23, 1955 


An anti-trust policy that relies 
heavily on pre-trial settlements 
necessarily calls for an anti-trust 
director who effuses fairness and 
firmness. In public and in private 
Mr. Barnes, the careful student of 
human cultures and of psychiatry, 
is admirably at ease in his role. 


® Recently he publicly hinted at 
his own awareness of this sequire- 
ment of his office. Officially, the 
present administration frowns on 
nolo contendere pleas—the proce- 
dure in which the accused throws 


~ |himself on the mercy of the court. 


; -|Mr. Barnes himself had told bar 


Stanley Barnes 


satisfaction from the preceding ad- 
ministration. 

His investigation showed that 
the field staff of the Department of 
Justice had recommended a grand 
jury investigation of the agency 
business in 1951, but that this has 
been pigeonholed by Washington 
headquarters. 


® On the basis of fresh inquiries, 
he ordered a full investigation in 
September, 1953. His proposals for 
a complaint were discussed with 
ANPA, last April 21, and the case 
was brought into the open at the 
ANPA convention the following 
week (AA, May 2). 

ANPA hoped to discuss the prob- 
lem on a basis which would permit 
the associations to eliminate volun- 
tarily practices which are object- 
ionable to the government and of 
doubtful legality under current in- 
terpretations of the law. Judge 
Barnes has said he considers that 
such an arrangement would be un- 
acceptable and that all litigants 
must sign formal consent decrees. 


“All groups—no matter what 
power—must be 


their political 
treated alike,” he contends. 


Anti-trust enforcement, he be- 


lieves, can never be measured sta- 


tistically. He points out, however, 
that in 1953 there were 32 new an- 
ti-trust cases, 27 of them initiated 
by his administration. In 1954 
there were 35. And in the first 134 
days of 1955—through May 14— 


there have been 20 new cases. 


® In his first year in office, Mr. 
Barnes terminated 66 cases through 
consent arrangements, the second 
largest number in any year since 
1890. Of 18 cases on the calendar 
more than five years when he took 
over, 14 have been cleared up as he 
presses to bring the docket up to 


date. 


The identities of the cases are 
even more significant than the sta- 


tistics. After blocking what would 
have been the most important steel 
merger in recent years, Mr. Barnes 
now is out to force the aggressive 
Conrad Hilton to dispose of Statler 


associations that he, too, regards 
these as easy victories, which some- 
times yield the government a less 
satisfactory settlement than it 
ought to get. 
Nevertheless, a number of nolo 
contendere settlements were agreed 
to in the past year, and the House 
judiciary committee wanted to 
know why. 
‘Several were in the mill when 
we took over,” Mr. Barnes said, 
“and we felt it a matter of good 
faith to go through with them.” 
Then, with disarming frank- 
ness, he told the committee, “I 
think you will realize that when I 
talk to bar associations I occasion- 
ally talk tough. That’s good psy- 
chology, and it is not deceptive.” 
His quarrel with the fair trade 
laws is an interesting aside on 
the way Mr. Barnes works. He 
feels fair trade cannot fit into a 
competitive system. 


® Moreover, last spring, when he 
was asked to comment on pro- 
posals for a fair trade law for the 
District of Columbia, his staff pro- 
duced a study which showed that 
existing Washington prices are 
well below the fair trade price for 
identical items in the nearby 
Maryland and Virginia suburbs. 

Later, when fair traders pro- 
duced Nielsen studies which indi- 
cated fair trade prices are not 
higher, he called in the Nielsen 
people to get an _ explanation. 
While he would not agree com- 
pletely to their approach, he or- 
dered a new study by the Justice 
Department involving some 
changes in approach suggested at 
the conference with the Nielsen 
people. 

Mr. Barnes knows a heavy con- 
gressional majority is for fair 
trade. When the House judiciary 
committee pointed this out and 
indicated that he is up against a 
stone wall on this issue, he fired 
right back that he thought the 
committee itself could perform a 
useful job by looking into the 


problem and determining for itself 
how much the consumer suffers as 
a result of fair trade pricing. 
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hotels he acquired in New York,|® One of the problems still un- 


ee Ir, 


ies 


ees 


pects of the law of medicine. 


® In 1946, Earl Warren, then gov- 
ernor of California, changed all 
this by emphasizing a different but 
also appealing possibility: service 
on the superior bench of Los An- 


by primitive peoples.” 

For a person cf his broad inter- 
ests, the superior court was an ab- 
sorbing place. Dope addiction and 
sexual perversion are particular 
problems in this jurisdiction; so 
Judge Barnes made himself expert 


at the cost of careful deliberation.” 


s “There will always be anti-trust 
offenders,” he said the other day, 
“because the stakes are high. The 
government’s job is to see that no 
favors are distributed in the selec- 


Washington, Los Angeles and St. 


Louis. 


At the peak of the fight over 
watch tariffs, when importers were 
already stunned by President Eis- 
enhower’s decision to raise tariffs, 
Mr. Barnes added to their dismay 


settled in his mind is the role that 
private damage cases should play 
in the anti-trust field. Some ex- 
perts, like Rep. Wright Patman 
(D., Tex.), think private suits 
should be encouraged as a deter- 
rent to would-be violators. 


geles County would be interesting, in the scientifie research that is|tion of cases or the arrangement|by uncorking a cartel complaint But Mr. Barnes recalls that in 
and he would be under less pres-| 8°ing on in these fields. of settlements.” against Swiss watchmakers, State|his superior court days, he was 
sure Cynics had predicted that the| Department sensitivities notwith-| confronted with what were known 


“I haven’t much use for people 
who talk about the sacrifices they 
make when they go into public of- 
fice,” Mr. Barnes says, “but in my 
case it meant that in my first year 
on the bench I earned just a little 
less than my income tax had been 
the year before.” 

As anyone who follows “Drag- 
net” must surely agree, the su- 
perior court of Los Angeles Coun- 
ty never knows a dull moment. It 
has 80 judges, who handle civil 
and criminal cases covering the 
whole range of the law, including 
the crime and the business prob- 
lems peculiar to that world of 
glamor—and sometimes degrada- 
tion—Hollywood and vicinity. 

Because he was a complete 
stranger to criminal law, Stanley 
Barnes initially requested service 


at a branch court, in Long Beach, 


® As presiding judge, he deter- 
mined to do something about pro- 
fessional expert witnesses who 
testified with only cursory knowl- 
edge of a case. Under his direction 
the system of expert testimony was 
completely reorganized, particu- 
larly in the psychiatric field. He 
speaks proudly of the fact that 
even the prison had a psychiatrist 
assigned to its staff. 

When the Barnes family—besides 
Mrs. Barnes there are _ three 
daughters, all in their early 20s— 
moved to Washington, Mr. Barnes 
was, in effect, starting from scratch 
—just as he had learned criminal 
procedure from scratch after his 
appointment to the superior court. 

“For six months,” he said, “law 
review articles and text books 
were at my side until I switched 
off the reading lamp at night.” 


Kansas City Star case, brought in 
the closing days of the Truman 
Administration against a Truman 
foe, but an ardent Eisenhower sup- 
porter, would surely be dropped. 
But Barnes ordered it to trial, 
though he did drop the criminal 
charge against Roy Roberts, the 
publisher, because he was con- 
vinced that the government would 
not be able to prove that Mr. 
Roberts was involved in a crim- 
inal offense. 

He has already taken responsibil- 
ity for the current case against 
Four A’s, ANPA and other pub- 
lishing associations. 

As he explains it, the problem 
was brought to his attention ten 
days after he took office by an ad- 
vertising agency which said it had 
been injured by the recognition 


system and had been unable to get 


standing. 


® In the marketing field, he has 


cases against RCA’s patent licens- 


ing system, Philco’s exclusive ter- 
ritory franchises and at least eight 
cases under investigation in the 
including 
some which deal with price fixing 


automobile industry, 
arrangements among the political- 
ly potent dealer. 

Much has been made of the pre- 


trial settlement worked cut last 


fall with Eastman Kodak. This set- 


tlement requires the company to 
help establish new competition in 


the color film developing industry. 
The decree, written with full co- 


operation from Eastman’s legal 
department, outlined a complete 


educational and promotional cam- 
paign which will be conducted by 


Eastman. 


as “target risks’”—prominent peo- 
ple, often Hollywood stars, who 
were constantly vulnerable to suit. 

Mindful of the flood of damage 
suits that have followed some anti- 
trust cases he says, ““We don’t want 
‘target risks’ in the anti-trust field. 
We don’t want to expose someone 
to heavy damages merely because 
he is found to be violating the 
law.” 

His proposed solution is to elimi- 
nate the existing provision which 
makes triple damages mandatory. 
To those who say this would mean 
light penalties, he says, “I believe 
in having good judges, and then 
giving a judge sufficient freedom 
to base the penalty on the case 
before him.” 

Now that he has had two years’ 
experience with anti-trust laws, 

(Continued on Page 68) 
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Bride- 


to-Be 


The new Curtis Magazine 


This quarterly is published in 


15 Sectional Editions 


Gives national advertisers the combination of a 
national magazine plus localized appeal in 15 
separate sections grouped into 4 major regions. 
Gives local advertisers—for the first time— 
an inexpensive medium with national prestige 
—to reach brides at newsstands early, before 
they plan and buy. 


National manufacturers can run the same ad in 
all editions, or change in any or all editions. 


¢ The local advertiser can buy the edition in 
one or more territories where he may operate. 


¢ Retailers can run their own ads and/or tie-in 
with national advertisers on a cooperative basis. 


Bride-to-Be, sold only from newsstands, at $1.00, is edited specifically for girls about to be married. 


* Brides market represents about $3000 per bride—$4,500,000,000 annually. 
Bride-to-Be, the new Curtis magazine, offers you the opportunity to reach 
this fast-spending — newest-spending market. Phone or write for details today. 


How this new magazine will help you sell 


Bride-to-Be, a new quarterly magazine, is printed in the Ladies’ Home Journal page size. Edited to 


help brides in buying trousseaux, linens, furnishings—everything for the home—even the home itself! 


Here’s How Bride-to-Be Will Help You Reach 
This 4.5 Billion Dollar Market! 

1. National advertisers have a rate of $1250 per page for 
black and white. Color page rates supplied on request. 
2. Ceremonial fashion and resort advertisers rate is only 
$900 per page. 

3. National advertisers desiring local impact on a nation- 
wide scale, can use 15 different local dealer listings or 
15 different sectional advertisements for only $1950. 
4. Cooperative advertising can be developed with any re- 


tailer in any or all of the 15 sections. Copy changes can 
be made from section to section without additional cost. 
5. Copy testing can be conducted by changing ads from 
section to section or by testing on a regional basis. 
6. Long readership is an automatic dividend for all ad- 
vertisers, because Bride-to-Be is used by each reader 
from weeks to months. 

7. All advertisers get the benefit of vital readership, since 
Bride-to-Be is bought only by girls who need it. It is 


a national magazine with local interest from the 
local section. 


You can tell the bride what to buy, where to buy nearby 


New York — 
460 Park Ave. 
Phone: PLaza 1-2950 


Atlanta— 
75 Eighth St., N.E. 


Bride-to-Be Magazine, Inc. 
a Curtis Subsidiary 


Phone: ATwood 2456 


Los Angeles— 
808 Subway Terminal Bldg. 
Phone: MUtual 8-3856 


Chicago— 
185 N. Wabash Ave. 
Phone: DEarborn 2-1053 
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bs. gets more fashion news and pictures 
than she could find in any of New York's 


other major newspapers. 


Lola's eyes are popping at the vastly in- 
creased shopping news from stores. (The 
Journal-American, daily and Sunday, gained 
over 600,000 lines of retail advertising in the 
first four months of ‘55... more than twice 
the gain of any other New York paper. And 
for the month of April, the Journal-American 
was the only New York paper which had a 


retail advertising gain.) 


Lola gets the greatest S-T-R-E-T-C-H from 
the dollars she spends for food. (The Jour- 
nal-American carries more retail grocery 
advertising than any other New York paper 
... and has for the past 12 years.) 


in the New York Journal-American 


Lola gets the kind of reading that gals like 
Lola want... news served fast and to the 
point . . . Dorothy Kilgallen, Cholly Knicker- 
bocker, Mary Haworth, Louella Parsons and 
a parade of other stars. (The Journal-Ameri- 
can is edited for on-the-go Lolas of New York 
...and their on-the-go boy friends, husbands, 


sisters, nieces and aunts.) 


That's why the Journal-American is top-seller 
on New York newsstands every evening and 
why it can be top-seller in moving merchan- 
dise for you. Whatever Lola wants is what 
you want to sell her. So when you advertise, 
remember that more Lolas in the New York 
area buy the Journal-American than any other 
nickel newspaper or any other Sunday paper 


that sells for twenty cents or more. 
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Tape, Film Help 
Convict Dealer 
on False TV Ads 


(Continued from Page 2) 

the price was substantially higher 
than the commercial had said. 

According to the police, one of 
the problems in attempting to 
prove that prices were misrepre- 
sented involves the practice of 
shielding the license number of 
cars shown and priced. This allows 
the defense to allege that the car 
offered at the higher price was not 
the one shown in the telecast. 

Here is the method used to over- 
come this defense: At the same 
time the Farmer Jack commercials 
were filmed and recorded, Better 
Business Bureau shoppers were 
stationed where they could see the 
car and note its license at the time 
of the telecast. (Usually the cars 
were driven to a point just outside 
the tv station.) 


® In one of the counts which the 
court held were proved, the BBB 
shoppers witnessed the offering of 
an automobile on tv priced at 
$999. When the car was returned 
to the sales lot, the shoppers tried 
to buy it at that price. They were 
unable to do so. The saJes price 
quoted on the lot was $1,495. The 
shoppers finally purchased it for 
$1,300. 

In the other case, a car adver- 
tised for $699 could be purchased 
only by paying $1,045. 

When questioned about future 
use of this technique, police de- 
partment representatives revealed 
that they have their eye on other 


| advertising, in fields other than au- 


/tomotive. Hope was expressed that 


the successful prosecution of this | 


case would serve to deter the ac- 


tivity of other advertisers using | 


questionable tactics. 


® Robert Sample, v.p. of the Los 
Angeles BBB, said the police de- 
partment has been very coopera- 
tive in working with the bureau in 
cleaning up questionable adver- 
tising practices. He indicated the 
BBB will continue to call the at- 
tention of the police department 
to cases needing their attention and 
will cooperate with them as it did 
in this case. 


DEALER, SALESMAN ARE 
FINED FOR FALSE ADS 

Detroit, May 17—A Ford sales 
agency and one of its truck sales- 
men were fined $100 each by Re- 
corder’s Judge John A. Ricca last 
week for using false advertising. 

Stark Hickey Inc. and a sales- 
man, Ernie Bengle, had been con- 
victed earlier by a jury. 

The complainant testified he 
bought a truck from Stark Hickey, 
through Mr. Bengle, after reading 
a newspaper ad claiming that, 
“year-round job with big money 
is available” to the purchasers of 
a truck. 

The man said he bought the 
truck after Mr. Bengle told him 
he could earn from $400 to $500 a 
week with it, hauling dirt. Instead, 
he testified, he made less than $70 
a week and was forced to sell the 
truck at a loss. 


Copeland Joins Ted Bates 


Guild Copeland, formerly v.p. 
and copy supervisor at Biow- 
Beirn-Toigo, has joined the copy 
staff of Ted Bates & Co., New 
York. 


Sg 
ae ; 
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FUNCTIONAL MILLINERY—Ginger Aly- 
son wears a “picture” hat made of 
spring housecleaning gear to pro- 
mote Church & Dwight’s Arm & 
Hammer Sal Soda Concentrated. 


MAB of Canada Elects 


B. B. Gundy, Canadian adver- 
tising manager of Time, has been 
elected board chairman of the 
Magazine Advertising Bureau of 
Canada. David S. Catton, former- 
ly bureau manager, has been 
named president and manager. R. 
G. Scott of Maclean-Hunter Pub- 
lishing Co. is secretary, and J. S. 
Bootle of Time is treasurer. 


Waring to Shift Ad Account 


Waring Products Corp., New 
York, manufacturer of blenders, 
mixers and Durabilt travel irons, 
a subsidiary of Dynamics Corp. of 
America, will switch its advertis- 
ing account June 15 from Hicks & 


Greist to Anderson & Cairns. 


REAL ESTATE 
BUILDINGS 
PARKING LOTS 


Without limit or reserve 


PRESS ROOM EQUIPMENT 
4-Unit Walter Scott floor fed straight unit press, paper 
hoists, 76° newsprint roll. 35,000 copies per hour. 
Printed page 6 cols.x!8"’ Two pages on every plate. 


4-Unit Walter Scott heavy duty floor fed straight unit 


press. 


page size as unit above. 


winshow 


“7713 MELROSE AVE. LOS ANGELES, WE. 3-6541 


5-Unit Walter Scott Underteed straight unit press with 
G.E. board and drive, 2 auxiliary portable color foun- 
tains, double folders. 32,000 copies per hour. Same 


NEWS PLANT AUCTION | 


No Limit — No Reserve 


$832,719.80 Appraised 


BANKRUPT PLANT OF 
1257 South Les Angeles Street 


1257 S. Los Angeles St. 
44,509 sq. fr. 


1234 §. Main St. 214.46x55 with 2-story brick building and 1-story con- 


necting building. 19,068 sq. fe. 


1237 S$. Les Angeles St. Parking Lor. 
1238 $. Los Angeles St. Parking Lor. 
Parking Lot. 


_ MONDAY, JUNE 6"-10 A.M. 


COMPOSING & STEREO DEPTS. 
ENGRAVING & MAINTENANCE 


(16) Incertypes, G-4, C-4, F-4 and others with side magazines and 
equipment; Vandercook Electric Proof Presses; Ludlows, Mono- 
© type Machines, Goss Giant Mat Roller, Steel Makeup Tables, 
i Type Magazines; Fully Equipped, Modern Engraving Plant with 


1228 S$. Main St. 


Routers, Wesel Beveler 
Press Multilith Plant; 


Daily @ Hews 


LOS ANGELES, CALIFORNIA 


SUNDAY, JUNE 5-1 P.M. | 


OFFICE MACHINES e FURNITURE e EXECUTIVE SUITES 
CAMERAS « PHOTO SUPPLIES 


MONDAY, JUNE 6-10 A.M. | 


194.50x76.28 with 3-story brick building. 


Fully Equipped Stereo Department with 
Pony Auto Plates. Machine Shop and Maintenance Equipment 
including American Pacemaker 13 ft. bed, 18 inch swing Lathe, 
Sheldon Planer, Grinder, etc. Type Fonts, Intertype Magazines, 
Type Cabinets for Ludlows, Galleys, Miscellaneous Fluorescent 
Lites and thousands of other items. 


TO BE —— PIECEMEAL 
OR IN PACKAGES. 
BROKERS, = 
INVITED 


20", Saw and Trimmer; Complete Job 


e AUCTIONEERS 
Samvel C. 


- RUDOLPH 


W. EIGHTH ST, LOS ANGELES, TR. 


Auctioneers’ Representative, Ben Bloom, on Premises. 
WRITE, PHONE OR WIRE FOR FREE DESCRIPTIVE BROCHURE 


a 


Schools Get a 


Warning: Screen 
Admen’s’ Aids 
(Continued from Page 3) 


staffs pick from the flow of ma- 
terial what items are helpful and 
what are not. The study said the 
free offerings range from booklets, 
charts, maps, kits, posters, films of 
all kinds, recordings “and even 
planned speaking programs and 
mapped field trips and tours.” 


= In praise of them the report 
said supplementary free materials 
perform an important educational 
role by “keeping available infor- 
mation current.” The revision of 
textbooks cannot keep pace with 
new findings and new processes, 
especially in the physical and so- 
cial sciences, the report conceded. 

“At times the only ready source 
of needed information consists of 
the free items supplied by in- 
terested agencies outside the teach- 
ing materials production field. The 
outside items help bridge the gap 
between the relatively abstract 
world of the text and the concrete 
world of current happenings,” the 
report explained. 

The report was based on a 
manuscript by Lanore A. Netzer, 
professor of education, Wisconsin 
State College, 


nile creepers shhh) 


Bind to SS a“ 


td a ee a ares ee ian er ta 


Ram Gets et 


ER ee aE a = _ 


Advertising Age, May 23, 1955 


the teacher’s waste basket. 

He particularly warned com- 
panies against sponsoring any 
more essay contests, which he said 
are now in “great disfavor in the 
schools.” He recounted that in sev- 
eral recent contests, essay win- 
ners—attracted by the valuable 
prizes being offered—had resorted 
to plagiarism. 

Cultivation of the student mar- 
ket is on the increase. Dr. Elicker 
reported that “more money is now 
poured into materials prepared for 
schools by business and industry 
than is expended annually for all 
the textbooks in the schools.” 


® Dr. Elicker said to be accept- 
able, educational materials must 
meet two standards: 

1. They should make “a definite 
contribution” to education and fit 
into the school program. 

2. They should be completely 
non-commercial, factual and ob- 
jective in their presentation. 

As examples of helpful cam- 
paigns by business, Dr. Elicker 
mentioned: 


® The Westinghouse science tal- 
ent search, which provides college 
scholarships. 


® The Grolier-Americana teacher 
education scholarships, which are 
helping to alleviate the shortage 
of teachers. 


® The Betty Crocker scholarship 
program run by General Mills, 


providing one scholarship in each 


Milwaukee. This, state for the “Homemaker of To- 


was reviewed and revised by 50) morrow.” 


other educators across the nation, 


including superintendents, super- 
visors, teachers, education profes- 
sors and principals. 


® They said the name of the spon- 


soring firm on the material usually! made possible by a grant from 


“is not considered sufficient 
grounds to throw it out.” General 
practice is to permit the use of the 
name of the sponsor and the 
naming of the sponsor’s product, 
“so long as there is no sales pro- 
motion that extols the merits of) 


the product or urges the student| ha 


to buy or try it.” 

“One way of measuring,” the 
report went on, “is to say that ad-| 
vertising is objectionable when its 
purpose is to establish (in the pu- 
pil’s mind) the exclusiveness of a 
particular product or service.” 

The AASA study committee 
recommended screening the class- 
room materials at the local and 
state educational level, not by a 
national censorship group. 

In his foreword to the study, 
Jordon L. Larson, superintendent 
at Mt. Vernon, N. Y., and retiring 


AASA president, wrote of “the 
rising flood of free materials”: 
® “Much of it is good, in some) 


cases excellent. Some of it is me-| 


diocre. Some may even be highly 


| 


| 


damaging to children’s minds.” 
Producers of the materials, as 

listed in the study, include civic, 

patriotic and political organiza- 


\tions, business and industry, gov- 


ernment, labor and agriculture. 

Most of the objections to the 
“instructional aids,” it was said, 
are rooted in the “concern over the 
problem of safeguarding educa- 
tional institutions against their 
being used as a means of reaching 
the world’s largest captive audi- 
ence by those with a product or an 
idea to sell.” 


COMPANIES PRAISED 
FOR SCHOOL MATERIAL 


New YorkK, May 18—Dr. Paul E. 
Elicker, exec. secretary, National 
Assn. of Secondary-School Prin- 
cipals, today advised marketers 
that if they want to get their edu- 
cational materials into schools they 
will have to “do it in some subtle 
way.” 

Dr. Elicker, speaking before the 
second annual Student Market 
Clinic here, said straight sales pro- 
motion has no place in the school 


® Highway safety films by Gen- 
eral Motors Corp. and Ford Motor 
Co. 


® Vocational career information 
by the National Health Council, 


the Equitable Life Assurance So- 
ciety. 


® Scholarships for promising 
youth by the Balfour Co. and Jos- 
tem Co. 


® Surveys on likes, dislikes and 
bits of students, such as a sur- 
vey on grooming habits conducted 
| by the Student Marketing Insti- 
tute for the Toni Co. 

| The one-day clinic was spon- 
sored by the Student Marketing 
Institute, a public relations and 
sales promotion organization 
which helps advertisers gain 
wider acceptance for their prod- 
ucts among college and high 
school students. 


® Six companies were presented 
with “key of achievement” awards 
by SMI for their work in the stu- 
dent market. They were: Walt 
Disney Productions, General Mills, 
General Electric Co., Toni Co., 
|Bates Shoe Co. and Junior 
Achievement. 


Esso Standard Boosts Wilson 

Thomas W. Wilson, formerly ad- 
ministrative assistant in the adver- 
tising division of Esso Standard Oil 
Co., New York, has been named 
manager of the company’s sales 
promotion division. He has been 
with the company since 1935. 

H. Kenneth Brown, president of 
Progressive Composition Co., has 
been elected president of the Wash- 
ington Advertising Club. Other 
new officers include Robert H. 
Lewis, advertising manager of the 
Washington Gas Light Co., Ist v.p.; 
Arnold Fine, Hecht Co., 2nd v.p.; 
Ira Kaplan, v.p. of Graphic Arts 
Press, secretary, and Stanley Bell, 
NBC, treasurer. 


Apparel Group Names BBDO 
The American Institute of Men’s 
and Boys’ Wear—a new organiza- 
tion—has appointed Batten, Bar- 
ton, Durstine & Osborn, New York, 
to handle its advertising. Mayer 
& O’Brien, Chicago arm of Public 
Relations Management Corp., was 


assigned the p.r. and publicity 


program and is likely to end up in account. 
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“Changes Ahead in Advertising’ with Leo Burnett, 
Melvin Brorby, Fairfax Cone, Earl Ludgin, 

Frank Cornwell, John McLaughlin, 

Edward R. Taylor, Ray Weber. 


In advertisin 


Ideas galore... from Clarence Eldridge, 


Campbell Soup’s V.P. in charge of marketing... 
Walter Barry, V.P. of General Mills... 

Dean John Jeuck and William Henry of the 
University of Chicago... Perrin Stryker, 

a Fortune editor ... Dallas Smythe of the 
University of Illinois. 


And a special Early Bird Party Saturday night, 
luncheons, a Sunday Brunch, a Monday night 


dinner dance at the fabulous Tam O'Shanter 
Country Club, the 50th Anniversary Banquet and 


Ball Tuesday night. 


You can’t afford to miss the big 50th Anniversary 
party of advertising —the AFA Convention in 


Chicago, June 5 - 8. Fill out the coupon and mail 
it in with your check today. The $45 advance 
package entitles you to all sessions, luncheons, 
parties and dinner dances. After May 29 

the price goes up to $50, so make your 


reservation now! 


ADVERTISING FEDERATION OF AMERICA 
CONVENTION 
CHICAGO « JUNE 5, 6, 7, 8 


Collins, Miller & Hutchings, Inc. have generously donated this space 


Everybody who’s anybody 


and marketing 


will hit Chicago June 5-8! 


Doesn't that mean you? 


“The Future of Distribution and Retailing’’ with 

E. B. Weiss, Marketing Consultant, Burleigh Gardner 
of Social Research, Lawrence Sizer of Marshall 

Field, Stephen Masters of New York's famous 
discount house. 


“The Social Revolution Caused by Advertising’... 
“How Advertising Clubs Work Across the Nation’’ ... 
“ Advertising’s Role in the American Economy’’ . . 

plus many other valuable and thought-provoking 
talks and discussions. 


Shopping in the world-famous Chicago shops, 
major league baseball, the theater, the beaches, the 
Museum of Science & Industry, Field Museum, 
Shedd Aquarium, Adler Planetarium, and all the 
noted Chicago dining places and night spots. 


——— 


Mail Check to ADVERTISING FEDERATION OF AMERICA 
330 W. 42nd St., New York 36, New York 


Package Registration NOW $45 ($50 after May 29) 
Wives’ Package Registration NOW $20 ($23 after May 29) 


Name _Title sienna 
COMBGRY..... .---4- --<~ e200 ----+00--0ssenpe<gqenesoahenante seine seit iisesmemeieceaustegagi nnn 
ADDTOOB. ......--22-.1002000.-c0nee-rnesnesesdesstcieddoliietshasl leyenda ana a nds 
| nee BUND... ANG ccvecscnciacagah 


yp 
I 
I 
I 
| 
I 
| 
| 
| 
I 
I 
I 
I 
I 
I 
. Check attached for ( ) my package registration @ $45 
| ( ) wife's registration @ $20 

I 

I 


Amount of this check is $ 


————— 
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“One of Collier’s troubles was 
it had outlived the credulity of 
an area of its audience.” 


“To quote a spoonerism, ‘I was up 


to my ears in assets.’ The cash po- 
sition is better now.” 


“Married editors know about one 
woman each. As a bachelor I’m an 
expert on the women’s field.” 


ost /ment because advertisers, 
P’m getting old enough to have through acute observation and! 


reminiscences: I sound 
character out of Marquand.” 


Photos by Syd Schonbrunn 
of Schonbrunn-ives 


like a 


ao 4 ea ; j *, ii 


“I was underwater at Boca Raton; 
Jack Cunningham said, ‘There’s 


Smith looking for ideas.’” 


“We’re trying to restore believe- 
ability in Collier’s. Upgrading 
will give us a bigger audience.” 


‘As Crowell-Collier Edges into Black, 


| New York, May 18—Just two 
| years ago, Paul C. Smith, who had 
| been called a boy wonder in the 
| West Coast newspaper business, 
was imported to resuscitate Crow- 
ell-Collier, although ostensibly the 
new v.p. was supposed to be cas- 
ing the joint to see what improve- 
ments could be made. 

He’s been president since De- 
cember, 1953, and this is a prog- 
ress report: 

1. Crowell-Collier was in the 
black for the final quarter of 1954. 

2. Crowell dipped into the red 
again in the first quarter of 1955, 
but ought to be very nearly even 
for the first half and may wind 
up the year in the black. For the 
record, all President Smith fore- 
casts in his annual report for 1954 
is that the company ought to be 
making a profit by the end of ’56. 

3. Last year the cash drain was 
substantially reduced, with loss 
cut from $4,200,000 to $2,400,000. 

4. New financing was arranged, 
and the company is now in a much 
more favorable cash position than 
it has been for some time. 

5. The problem is still, for Paul 
Smith’s money, to put more edi- 
torial muscle in the three maga- 
zines. 

The magazines had a disap- 
pointing year in 1954. Collier’s’ 
|\loss was halved, Mr. Smith says, 
| with some issues showing a profit. 
Woman’s Home Companion also 
lost money. Only American Maga- 
zine—which carries the smallest 
advertising volume of the three— 
broke even. 


s Although Mr. Smith grins and 
repeats a spoonerism, that in 1954 
he was “up to my ears in assets,” 
he’s had a hard time (a) translat- 


ing the assets into cash for the| 
| magazines’ development and (b) | 


| getting free of financial and ad-| 
ministrative detail in order to fo- 


cus on the editorial biceps-build- 
ing program he hoped to put into 
effect. 

“I spent only two weekends out 
|of Manhattan last year,” he re- 
| ported, as a consequence of doing 


editorial body-building after the) 


financial chores had been accom- 
plished. 

The financial chores are im- 
|portant, not only because the big 
publishing company has to get into 
the black and stay there, and not 
only because new President Smith 


| 


has to put it there. It is important | 


|to get black ink in the p&l state- 
some 


some because the woes of Crowell- 
Collier have been extensively ad- 


vertised by competitors, are ner- 
vous. 


Paul Smith Builds Editorial ‘Muscle’ 


spend $3,000,000 with you,” Mr. 
Smith said reasonably, “he wants 
to know the company is prosperous 
and will be in business.” 

Mr. Smith does not blink at the 
fact that Crowell’s financial plight 
and its advertising future are in- 
tertwined. 


=. The editorial overhaul has been 
gradual. Mr. Smith himself says, 
“We've made some progress— 
nothing great.” 

He intimates that a good many 
editorial meetings have been held, 
in an effort to get all the editorial 
direction oriented. And—of course 
—editorial direction was changed 
sharply last year when President 
Smith selected himself as editor- 
in-chief and packed up the pub- 
lishers of the magazines and gave 
them new assignments. 

He feels that some of the con- 
versations will be translated into 
editorial improvements in the next 
few months. He also hopes to turn 
out a piece of written editorial 


“Magazines should recognize 
television is like Russia. It’s not 
going to go away.” 


doctrine, which will have evolved 
from the conversations. 

Wryly, he recalls that he’s also 
“been up to my ears in policy 
memos.” 

He is chary of written doctrine 
and prospectuses, because, he says, 
the difference between prospectus 
and product is so often evident. 
He cites Ralph Ingersoll’s superb 
prospectus for PM, a prospectus 
that still evokes the image of a 
newspaper, but one quite unlike 
the PM which New Yorkers re- 
jected. 


® For two of the magazines, what 
he envisages is something like this: 
Collier’s as a general magazine of 
entertainment, information, and 
education. It will not be a maga- 
zine of uniform style (“I want the 
writer to come through’’). Its re- 
porters will try for accuracy in 
quotes, not meddle with the re- 
spondent’s syntax. It will use more 


color. It will range wide (“I’m 
still more interested in scope than 
scoop”). 

One of Collier’s’ problems, he 
feels, is that it “outlived the cre- 
dulity of an area of the audience,” | 
and he hopes to restore its be- 
lievability. 

Woman’s Home Companion’s 
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“I'd be investing in tv now—if 
I had anything to invest, This 
is an area of aspiration.” 


troubles, he says, are in part a 
“disease of the field.” The tack to 
be taken with WHC indicates, he 
feels, that many underlying as- 
sumptions about women readers 
are no longer true. 

“Gals have changed a lot in the 
last 20 years,” he argues, adding 
that they are more “complete” 
people than they were then, and 
that their breadth of interest isn’t 
recognized. 

For instance, he says, since the 
A or H-bombs are non-selective, 
women are infinitely more inter- 


|ested in the circumstances which 


might produce World War III than 
they were in those preceding the 
first two world wars. 

Collier’s will get regional edi- 
torial offices, which will actually 
have a hand in the editing, not 
merely function as bureaus. They 
are to explore the geographical 
area, prospect for new sources of 
editorial material and _ exploit 
known sources. 


- In summary, he feels that each 


of the three C-C magazines has a 
“thoroughly exploitable field.” 
How about television? he was 
asked. Would he steer Crowell- 
Collier into tv ownership? 
“I would be investing heavily 


“We'll be out of the red, or close to it, by the end of profitably, by smoke signals from hill to hill, we 


55. We’re not in the magazine business. We’re in the 


“When an advertiser is asked to: mass communications business. If we could do it, of 17 papers.” 


“« 


would. And it might be better than having a chain 
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ft aay - gt he shot back, “if I had| Blaw-Knox Promotes Hohman | J 
S| ang ing to torent i ‘8 just an| AE Hohman _ advertising man- Serving The Central Ohio Valley 
“ ” : : ager oO aw-Knox Co., Pitts- . . i 
anche." _Mr. Smith went on,| burgh, since 1944, has been — Industrial Heart of The Nation 
| axtnaa te oe a wee kel to ~ named coordinator of special sales | 
| magazine business—we're in the edge = 9 - bo Huntington, a trading center for 613, 
| mass communications business. We pty ge commen ae ral 400 people who spend $415,842,000* 
| just have access through the mag-|4.; i i annually, is serviced Spropretely by the 
azines we publish tising, sales promotion and special spapers of the Hunti Publish 
| “re pu a ‘ ; marketing activities. Paul F. Voll- newspap ° € Fiuntington Publish- 
pas. | bts ory ‘ Hyogo by | mer, who has been assistant adver- ing Company. 
noke signals trom hill to hill we|tising manager for the past six ind . d in thi 
might do that—and that might be venta. has bees named to st 4 Where industry ts concentrated in this 
better than owning 17 newspa-|}yr Hohman. rich Tri-State region, there are large pay- 
et mean the plants, trucks rolls. Reach them daily with the most 
and s ." j : 
ne -- Il optimistic about the| Gimbel’s Appoints Grauer complete coverage in the aréa through 
magazine’s role in the tv struggle:| Alvin Grauer, formerly adver- The Huntington Advertiser 
tising manager, Gimbel’s, Philadel- The Herald-Dispatch 
= “Magazines—properly edited|Phia, has been named to the new oe . : : a i 
magazines—will recognize that tv|POSt of exec. assistant to the publi- The Herald-Advertiser iin ii , - 
i i in city director, Gimbel’s, New York. : : : ; 
ie Gal eed ee, — Sha Wilt ecorlinate atvertaine tan HUNTINGTON, WEST VIRGINIA International Nickel Co. is typical of scores 
working in another area, F and| Publicity and assist in special of mcjor industries who swell the payrolls 
magazines can supplement that|¢Vvents, such as two branch open- *SM or ted by The Katz Agency of the rich Central Ohio Valley. 
area. I think color television will igs, this summer and next year. eet ee 


} do much for magazines—it will | 
enliven the general appreciation of 
ih color, for one thing.” 
He recalled his opposition when, 
as editor of the San Francisco 
Chronicle, he was invited to a 
newspaper meeting where the ban 
of radio logs and stories was be- 
ing discussed. 

“T thought we had te cover radio 
because our readers wanted it,” he 
said. 

Paul Smith doesn’t feel alarmed 
about tv, nor does he seem to be 
worried about other magazines. On 
this point, he paraphrases Sam 
Goldwyn: Anyone can make pic- 
tures; the idea is to make better. 
ones. 


Seven Join Y&R Contact 


Young & Rubicam, New York, 
has added seven men to the contact 
department. They are Kenneth 
Alexander, formerly v.p., board 


member and program committee Rg Eee ee —— PLAST Cc PLATES 
co-chairman, Columbia Artist fae FD ragga et ‘ i ee a a 
Management; John Bricker, v.p. in : ee atte = isa ‘ 
charge of advertising, E. J. Brach 
& Sons, Chicago candy manufac- 
turer; Dudley Carroll, account 
exec., N. W. Ayer & Son; Harold 
Davis, account exec., Sullivan, 
Stauffer, Colwell & Bayles; George 
Geodlett, account exec., Biow- 
Beirn-Toigo; James Symington, 
account exec., J. Walter Thompson 
| Co., and James Cameron, trans- 
ferred from the Y&R _ research 
department. 


4 a . 


PROTECT YOUR INVESTMENT 
in NEWSPAPER SPACE 
Mehthot Elected to Head the RAPID QUALITY WAY 


New Jersey Marketers 


Kenneth C. Mehrhof, account Rapid Royal Blues are the finest plastic plates. For 
executive, G. M. Basford Co., New verification of that fact ask newspaper mechanical 
York, has been elected president of superintendents—the men who know plates and who 
the Industrial Marketers of New are as interested in quality reproduction as advertisers 
Jersey. that pay for space and agencies that create newspaper .e 
Other officers chosen are Charles advertisements. Here are typical comments we've re- = S See 
C. Wardell, Hyatt Bearings divi- ceived and you'll get from newspapers the country over: Shoving Repid Royo! Blves én this methine 


sion of General Motors Corp., 


Royal Blues are the best plastics . . . others have a great deal to assures absolute uniformity of thickness 
= carmen ap ggpeor te wma learn to come up to your standards.—CHICAGO —an exclusive Rapid quality control. 
Tilly, New York Belting & Packing Most uniform received in our office. —CLEVELAND 
Co., v.p.s; Irene Dennery, Nopco Reproduction quality superior to any other.—DETROIT 
Spomige | ge Soto = Aigew ; Finest quality ever to come into our plant.—PHILADELPHIA 
Nut Corp., secretary. Such endorsements result from Rapid’s exclusive tech- 

niques and quality controls that assure proper printing 
Peck Advertising Adds Six | depth, freedom from shoulders, and uniform thickness. 

Additional personnel have| To protect your investment in original preparation and 
joined Peck Advertising, New newspaper space, depend on Rapid. In plastic plates, 
York, from Hirshon-Garfield, as in ad-electros and mats, you'll find pid” means 
which recently consolidated with a full measure of quality reproduction every time. 
Peck Advertising. Six people have 
joined the Peck agency. They are THE RAPID ELECTROTYPE COMPANY 


Frank Ford, Bruce Roberts, Mike 
Moses and John Benoze, account 
executives; Paul Kennedy, art 
director, and Julian Braun, gener- 
al manager and director of re- 


Though Rapid processes are accurately 
controlled, each Royal Blue is closely 


search. for quality reproduction Saree’ 99) Sian Ue Pee 
Evans Joins General Dynamics; — 
———- ec monet pa. YORK prone iene ae oro a ee 
5 ate” “se “Gas ete Mom 
Co., Bridgeport, has been named CHICAGO: Sales Office, DEarborn 2-216 HARTFORD: New Engiand Sales Office, ADams 3-3409 


advertising director of General 
Dynamics Corp., New York, a new 
post. Lees has named Carl R. 
Asher, formerly advertising man- 
ager, to succeed Mr. Evans. 


AD-ELECTROS PLASTIC PLATES R.0.P. COLOR MATS ATLANTICTYPES JOB ELECTROS 
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produces 


the 


greatest 


reader reaction 


of any 


design 


publication. 


The man from MACHINE DESIGN has eye-opening facts about 
the 86,000 requests received last year for extra single copies 
of editorial articles. MACHINE DESIGN is clearly your basic de- 
sign publication if you want highest readership among the mos! 
design engineers .. . wherever the design-engineering function 


Irate Merchant 


in Monmouth Hits } f 


Sears Stamp Plan 


(Continued from Page 2) | 
those not giving stamps—be| 
formed to take action in each com- | 
munity. 

The Elgin Assn. of Commerce | 
followed through with a special | 
bulletin which declared that retail 
merchants who accepted the Sears 
plan would “be responsible for 
subsidizing Sears, sending it cus- 
tomers at their own expense.” 

The Monmouth chamber fol- 
lowed through with a page ad to 
alert merchants that it was not be- 
hind the Sears stamp action, Mr. 
Bowman recounted. 


@ In another letter he said, 
“Stamps are good in two ways. 
They are (1) a very profitable 
venture for the stamp racket pro- 
moters and (2) an opiate that lulls 
gullible merchants to sleep with 
dreams of a successful business 
with less effort.” 

Sears, meanwhile, told AA that 
it will continue its experiment. 
The company said of Mr. Bow- 
man’s actions, “He has one view- 
point; we have another.” 

The Sears plan is operated 
through a wholly-owned subsidi- 
ary, Four Star Stamp Co. Under 
the plan, local retailers pay about 
3% of gross sales to Four Star 
and, in return, receive supplies of 
stamps, cards on which the stamps 
are affixed, machines to dispense 
them and the benefit of advertis- 
ing of the plan. 


® Mr. Bowman contends that the 
cost of the stamp operation would 
have to be taken from advertising 
funds, which local merchants can’t 
afford. This would lead, he said, 
to increases in prices and to losses 
of sales. 

Mr. Bowman also contends that 
the use of stamps in small towns 
leads to serious dissensions among 
the merchants. “The stamp rack- 
et,” he said, “does away with the 
cordiality that we used to have in 
these towns.” 


Ads Can Keep Beer 
Drinkers from Feeling 


‘Gauche’: Rukeyser 


(Continued from Page 3) 
sales has been the unspoken sense 
of guilt that makes some men feel 
a beer drinker is “dated” or “a 
trifle gauche.” He continued: 

“Call it snob appeal, but the goal 
should be to make it clear that 
successful, up-and-coming people 
are beer drinkers. If people didn’t 
like beer, all promotion would be 
futile. But merchandising and ad- 
vertising restyling should aim to 
end any ‘guilt feeling’ on the part 
of those in all brackets who like 
to drink beer and find it refresh- 
ing and relaxing.” 

Mr. Rukeyser said that while 
beer has formidable rivals in ad- 
vertising-conscious sellers of soft 
drinks and fruit juices, the ex- 
panding economy, increasing pop- 
ulation, rise in spendable income 
and the vast increase in leisure 
hours have increased the potential 
market for beer as well as for 
other beverages. 


s He added that the long-term 
promise for America is bright, but 
he warned that this does not mean 
that any particular product, ser- 
vice or enterprise is guaranteed a 
“free ride.” 

“Even during broad expansion, 
each will be struggling for survi- 
val,” he declared. “The static and 
obsolete will be pushed aside by 
those who are more sensitive to 
changing whims and desires of 
his majesty, the customer. The 


Advertising Age, May 23, 1955 


wm | Betty Crocker Gets 


WHEN BUTLERS MEET—When Robert 
Anthony, Walker Deluxe advertis- 
ing model, and Arthur Treacher, 
the movie butler, met in the Wes- 
ley Bowman studios, Chicago, to 
pose for ad photos, they didn’t but- 
tle, but instead turned to the valet- 
type problem of neckties. Foote, 
Cone & Belding is handling. 


race is to the swift, the prudent, 
the enterprising and the creative 
elements in our economy.” 

Those who stand still will fall 
behind, he continued, and success 
lies in research and in determina- 
tion to improve products and re- 
main in step with the customer. 


Hickok Elects Brandt, Palmer 

William D. Brandt, general sales 
manager of Hickok Mfg. Co., 
Rochester, N. Y., has been elected 
v.p. in charge of sales, and James 
A. Palmer has been elected v.p. in 
charge of the company’s jewelry 
products division. Mr. Brandt 
joined the company in 1946 and 
became sales manager last year. 
Mr. Palmer, with the company for 
several years, will have charge of 
the expansion of the jewelry prod- 
ucts division. 


McSweeney Named Ad Head 


Eugene M. McSweeney Jr., for- 
merly advertising manager of the 
Boston Post, has been promoted to 
advertising director of the news- 
paper. Mr. McSweeney, who joined 
the Post in 1940, succeeds Mark 
Collins, who resigned to return to 
advertising work in Albany, N. Y. 


|New Face, in Move 
\|to Match TV Visage 


(Continued from Page 3) 
consideration in making the change 
was the need for consistency be- 
tween Betty the portrait and Betty 
the tv performer. This problem 
arose in 1948 when Betty went on 
video in the form of radio per- 
former Adelaide Hawley. The idea 
here was to obtain an imprint 
somewhat more like Mrs. Hawley. 

Whatever the reasoning, warmth 
and friendliness were leading cri- 
teria in Ayer’s careful moves to 
select the new picture. A large 
number of top commercial artists 
were commissioned to paint their 
versions, including Norman Rock- 
well. 

The final version was then chos- 
en with a panel of housewives 
judging the efforts. They chose on 
the basis of each painting’s “sym- 
pathy and confidence as a wom- 
an’”—with no knowledge that they 
were choosing a new company 
symbol. 


@ The company has been equally 
careful in introducing the new 
Betty. Her quiet debut—in a 
spread in the May Reader’s Digest 
—was supported by pictures of the 
old Betty in corresponding issues 
of other publications. 

According to Mr. Gale, Knox 
Reeves Advertising, Minneapolis, 
is now at work “implementing” the 
use of the new portrait, and de- 
veloping some variations on it. 


Born on a mountain of baking 
stuff, 
Sister to Dromedary, Hines and 
Duff, 
A famous face since ’36, 
Now there’s a new one on every 
mix... 
Betty, Betty Crocker, 
Queen of the brave new year! 
—With apologies to Walt Disney 


Hart Heads ARF Committee 
William A. Hart, director of ad- 
vertising for E. I. du Pont de 
Nemours & Co., has been appointed 
chairman of the Advertising Re- 
search Foundation’s projects de- 
velopment committee. He is alsoa 
member of the ARF board of di- 
rectors. Mr, Hart succeeds Charles 
A. Pooler, senior v.p. of Benton & 
Bowles, as committee chairman. 
Mr. Pooler is also an ARF director. 


- a m ~. 
ime : 


FLEXIBILITY... 


the Keynote at NORTH AMERICAN VAN LINES 


To meet the requirements of modern business and 
industry, North American Van Lines, Inc., has 
developed a flexibility of service that enables its 
agents to handle any moving problem. Service in- 


Look for this dependable em- 
blem under “Movers” in the 


cludes movement of household goods, office equip- 
ment, trade-show displays, even delicate electronic 
devices. Whatever your moving problem, call your 


_— pages of your telephone 44+ American agent for expert counsel and fast, 
rectory. 


safe service. 


Write for this FREE Brochure 
on Displays and Exhibits 


North American Van Lines, Inc. 


DEPT. AA-555 * FORT WAYNE 1, INDIANA 
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Women Unbosom Selves to Hudson on What! 
They Want and Don’t Want in Automobiles 


(Continued from Page 3) 


short people; smaller cars for 
doesn’t care whether the seats fold 


short parking places; more two 


ager, said he was “enlightened” by 
the women’s reactions and that he’ 
feels their wishes should be in- 
corporated into cars since their 
influence is so great in the second- 
car market, one he said is near- 


| from Chicago to South Norwalk, 


Conn. The company has a new two- 
story building for its editorial and 
executive offices and its printing 
and tabulating departments. The 
Chicago office has been closed, but 


into beds or not. “Not unless they 
furnish National Guard protec- 
tion,” she explained. 

Teacher Dorothy Eldon would 
like a small platform that slides 
out from under the car so you 
can climb in a back seat without 
falling to the pavement. She said 
present styling in this respect is so 
bad “older people have to be 
taught to roll into the new cars.” 


@ While the experts listened the 
women asked for: 

Seats that adjust higher so chil- 
dren can see out; sun-visors for 


car models and station wagons de- 
signed for women rather than men, 
and smaller steering wheels. 

All wanted automatic transmis- 
sions and power steering, brakes 
and window lifts. 

“It’s like a mink coat,” the girls 
chimed. “You don’t have to have 
it, but it’s awfully nice when you 
do.” 

A fashion model “dared” the 
men designers to show her how to 
get in and out of a 1955 model car 
“gracefully.” 

George R. Browder, Hudson ad- 
vertising and merchandising man- 


ing 1,000,000 cars a year. 
Gifford Joins Avco as 


the New York office at 441 Lex- 
ington Ave. will be maintained. 


Your New Idea 
may be 2,000 years old 


Putting a new twist to it may still 
make it work. The samples we are 
JAY P. glad to send may show you how. 


WALK aovertising TrPocraPuy 


Telephone MO 4-61 34 @ 11 E. Hubbard, Chicago 11 


Crosley, Bendix President 

Avco Mfg. Corp., New York, has 
elected Chester G. Gifford presi- 
dent of Crosley & Bendix home ap- 
pliances divisions and v.p. of Avco. 
Mr. Gifford was president of 
Schick Inc. until 1954. 


Leading National Ad Moves 
Leading National Advertisers 
Inc., publisher of the P. I, B. re- 
ports on national advertising ex- 
penditures, has completed its move 


America's 


FOREM9S7 


| TOY TRADE 


Magarire 


Only ABC Toy Paper 
Oldest in Field 
Leads in Lineage 
Write for New Market 
Data Folder 


McCREADY PUBLISHING 
71 W. 231d N.Y. 19 


The Greatest Advertising Medium of All 


Never Before 


has Canadian Daily Newspaper Circulation hit a record high of 
3,786,406 in spite of competition for the reader's interest from tele- 


vision, radio, magazines and other media. 


Never Before 


has such a high dollar volume of national (manufacturers') adver- 
tising been placed in daily newspapers—and this in spite of the 


increasing competition of other media. 


Daily newspapers and their affiliate supplements* carried 
61.51% of the national dollar volume of all PUBLICATION 
advertising, and 42.9%, of the dollar of TOTAL NATIONAL 


ADVERTISING in ALL media. 


In 1954 the dollar volume of manufacturers’ advertising 
increased by $5.6 million. Daily newspapers and their 
affiliate supplements* carried 63°/, of this increase. 
Thus, daily newspapers and their affiliate supplements* in 1954 
received a share of the increase in manufacturers’ spending, 
GREATER THAN THE SHARE RECEIVED BY TELEVISION, 
MAGAZINES, UNAFFILIATED WEEK-END MEDIA, FARM PAPERS, 


WEEKLY NEWSPAPERS, BILLBOARDS, AND STREETCAR CARDS 
pha: 5, COMBINED. National radio showed a loss in share of 2.5%. 
"Delivered as an in- 


tegral part of the 
daily newspaper. 


Newspapers also are without equal in the 
retail and classified fields. 


sf 
—— 


ae 


CANADIAN DAILY fetches ia PUBLISHERS ASSOCIATION 


55 eT ae Avenue, Toronto 1, Ontario 
I. H. Macdonald, General Manager 
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- Canadian Food Importer 
Will Enter U. S. Market 


a. ee Gattuso Corp. of Canada, im- 
ee nn porter, producer, packer and can- 


; ; ie x, _— Y r ner of fancy and specialty foods, 
ia IT ON LY T AKES IN GR EEN BA will open an American subsidiary, 


7 
bar 
= 


Sry 


Gattuso Corp. of America, with 


headquarters and plant in Bur- 


and grocery level is planned. Dis- 
tribution in all key grocery chains. 
co-ops and supermarkets in major 


. lington, Vt. | 

. Advertising via radio, tv, news- . 
A bull's eye well hit papers and direct mail and mer- | 
You buy the bull’s eye and complete target chandising on both the consumer . 2 
i 


area with the Green Bay Press-Gazette. 
Undivided, avid audience. Your ad hits everyone 


in the great and growing half billion dollar* cities will be secured as quickly \ 
Green Bay trading zone. Score more for the as possible. Officers of the new or- 
money, more for your brand in the Press-Gazette. ganization are Pasquale Gattuso, \ 
*$450,000,000 annual wholesale-retail sales Canada, Joseph S. Wool and James 


; , both of Burli : 
Phil McClosky, Manager, General Advertising S. George, both of Burlington 


Arthur Lee Forms Agency 
Be Number 1 in GREEN BAY Arthur Lee, formerly type direc- 


tor and production manager, Irv- 

“ ing Berk Co., New York, has 
Buy the PRESS GAZETTE formed his ownad agency, Arthur 
B. Lee & Associates, at 25 W. 45th 
St., New York. 


DEALER HELP—Window banner 
printed on transparent acetate 
with Goodstix strips is being used 
by Cook Chemical Co. to promote 
its Real-Kill Moth Proofer. The 
printed areas of the sign are, un- 
fortunately, opaque. 


Baltimore Ad Execs 
Give Sevareid First 


Edgar Kassan Award 


BALTIMORE, May 18—The first 
Edgar J. Kassan Award, given in 
honor of the young Baltimore ad- 
vertising executive who was killed 
in an automobile accident in Feb- 
ruary, 1954, was given to Eric Sev- 
areid, chief Washington corre- 
spondent for CBS. The presenta- 
tion was made here yesterday. 

The award was established by 
friends of Mr. Kassan, who was 
v.p. of the Katz Agency at the time 
of his death. The award is sup- 
posed to go to an individual who 
carries on the ideals which Mr. 


The 10 MOST PROFITABLE MINUTES of Your Year apd gel Mg rene 


Mr. Sevareid was cited as 


. . “ . "a 
REMEMBER, a little while ago, when you said you'd give diversified fields — through application of proven methods — rep sy and .ettectye eam 
. , yt > Mark EAS LC TAT 5 5 Re pion of t e human values which Ed 
anything to be back in a competitive Buyers’ Market in direct adv ng p > Kassan himself represented so 
again? Well, Brother, you’re in. While this booklet admittedly tells about us — what faithfully—in recognition of the 
And it is wonderful. But challenging, too. With all Dickie-Raymond is, and what we do — it is written in eadeaicnner aa sgh eg 
; Ls . ; . . e e rou s respon- 
kinds of new problems that can’t be left kicking around your terms too. It explains the increasingly important Ste coveredes of the niwe ef the 
too long unanswered. Like sales costs — how many times role of direct advertising in selling to selective markets. day.” 
have they doubled in your business? Like getting more It shows how direct mail, properly applied, can take the 
sales for man-hours spent beating the bushes. Like getting air out of inflated selling costs — by pre-conditioning pros- RCA Sales Hit New High 
more sales coverage in widened sales territories. Like pects, by generating leads that convert more readily into Sales and earnings of Radio 
lighting fires under dealers and distributors. sales, by increasing “call frequency” where personal cov- Corp. of America in the first quar- 
One of the best moves you might make in finding an erage is thin. It shows how direct mail scores high read- pd — 1955 hh me — — 
i 4 similar period in the history of the 
answer would be to read the booklet offered in the cou- ership in the markets you want most to reach. premena) RCA soodindis ant 
pon below. This booklet describes a unique service that Take ten minutes to read “The Dickie-Raymond Story”. services sold amounted to $256,- 
has brought valuable benefits to leading corporations in You may be glad you did! 305,000, an increase of 13% over 
mi the first quarter of last year. Net , 
‘2 profit for the quarter amounted to 
" A ts AETNA LIFE INSURANCE COMPANY THE NATIONAL SHAWMUT BANK OF BOSTON $12,568,000, an increase of 25% , 
ccoun AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY NEW YORK STOCK EXCHANGE over the profits earned in the first 
Now Served AIR TRANSPORT ASSOCIATION OF AMERICA OLIN MATHIESON CHEMICAL CORPORATION quarter of last year. 
 Thbke AMERICAN AIRLINES, INC. Arms and Ammunition Division 
partial list only. BROWN COMPANY ale neacammgpeey Rte teem tpt: Preiss Gets New Account 
Names of other - % DOW JONES & COMPANY, INC. — News Printer PEPPERELL MANUFACTURING COMPANY PERL A - 
known companies, EASTMAN KODAK COMPANY —Industrial Division PITNEY-BOWES, INC. a 
on request. GENERAL ELECTRIC COMPANY PLYMOUTH CORDAGE COMPANY ufacturer of western style wrought 
Air Conditioning Division RAILWAY EXPRESS AGENCY, INC. iron furniture, Nogales, Ariz., has 
THE GRAY MANUFACTURING COMPANY —Audograph SHERATON CORPORATION OF AMERICA named Preiss & Brown, New York, 
HEWITT-ROBINS, INC. ALEXANDER SMITH, INC. to direct its advertising. This is a 
IRON FIREMAN MANUFACTURING COMPANY SYLVANIA ELECTRIC PRODUCTS INC. new manufacturer. Distribution 
MONROE CALCULATING MACHINE COMPANY THE WALL STREET JOURNAL will be promoted through small 


space magazine ads. 


o . 
THERE’S D ? R d Black & Decker to McKim 
Through its Canadian subsidiary 
ONLY ONE l ¢: 1e koi d I } } Q i } in Toronto, Black & Decker Mfg. 
Co., Towson, Md., has appointed 
McKim Advertising to handle ad- 


7 
| PLease MAIL ME a copy of “The Dickiz-RayMonp Story.” Sales P romotion Counsel vertising in Canada for the com- 
. : pany’s portable electric tools. 
Name NM 
Direct Advertising Garabrant Joins Hilton 
Title John W. Garabrant, with Biow 
: NEW YORK BOSTON NEW HAVEN Co. for the last nine years, has 
ie Bey one concen an” 225 Park Avenue 470 AtlanticAvenue 109 Church Street joined Hilton & Riggio, New York, 


| MUrray Hill 4-3610 HAncock 6-3360 SPruce 7-6436 as production manager. 
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Feature Section 


dvertising Age 


Magazine Publishers’ Seasonal Study 
C. M. Spots a Symptom 
Best Commercials of April 


Consumers Buy Effects: Woolf 


Business Getting Less Seasonal, Advertising 
More Seasonal, New Study Indicates 


At the annual meeting of the Magazine Publishers Assn. at White Sulphur 
Springs, W. Va., tomorrow, the Magazine Advertising Bureau will present a 
new and important study on the factors of seasonality in business and adver- 
tising, which seems to indicate that advertising is following an out-moded pat- 
tern of seasonal presentation. On this and the following two pages, Advertising 
Age presents brief excerpts from the report, and a number of the charts which 
are included in it. Copies of the report are available from MAB, as indicated 


Seasonableness in business? 

Naturally it exists—there is bound to 
be a certain variation in the sales of one 
industry after another throughout the dif- 
ferent months of the year, depending upon 
its products and precedents. . . 

But there have been many and far- 
reaching changes in American living ways 
in the past 30 or 40 years, which now help 
us to minimize or ignore the effect of 
temperature changes. When John Green- 
leaf Whittier wrote “Snowbound,” he pic- 
tured a family utterly immobilized by the 
rigors of winter, its only concern to stay 
alive. How different are things now! And 
summer used to be another period of sus- 
pended animation—suspended buying 
activity. City families always took their 
traditional week or two of vacation in 
July or August, and farmers were too 
busy then to get to town. (Besides, they 
had no money until the crops were harv- 
ested!) ... 


® Yes, things have changed. Even the 
winters are getting milder, according to 
meteorologists. So the pattern of business 
seems also to have changed. The seasonal 
ups-and-downs in one field of business 
activity after another seem less pro- 
nounced than they used to be. The peaks 
are somewhat less high—the valleys less 
shallow. This more even distribution of 
sales—and of buying throughout the year 
—has an important relationship to the ad 
vertising program of every company. 
Hence this booklet, which will summarize: 


® 1. A few of the socio-economic factors 
in American life which have altered the 
seasonal patterns of business; 


© 2. Some of the evidences of those 
changes as they are seen in various busi- 
ness lines; 


® 3. How the seasonal pattern of national 
advertising has changed; 


® 4. The relaticnship between the dis- 
tribution of advertising throughout the 
year and the current pattern of retail sales 
in various lines. 

In one business line after another, in 
one or another aspect of national living, 
the available evidence seems to indicate 
a flattening out in the extremes of the 
seasonal curves that used to prevail. The 
peaks are less pronounced, the valleys less 
shallow than they used to be. In total 
retail sales and in freight carloadings... 
in residential construction...in factory 
work hours ...in travel by rail and plane 
...in new automobile registrations... 
in production or sales of such diverse 
products and commodities as steel, paint, 
rayon yarn, beer ...in marriages. 

Certainly this is not surprising, in view 
of all the social and economic changes 
mentioned as taking place in American life 
over the 30 years or so. What would be 
surprising would be to find out that those 
changes hadn’t had such profound effects 
upon business. 

Meantime, what has happened to na- 
tional advertising? Has its seasonal pat- 


on the second page following. 


tern changed, in step with these modifica- 
tions in the seasonal pattern of industry’ 
Well, the reverse seems to be true! Tne 
tacts seem to be that, as business has be- 
come less seasonal over the years, adver- 
tising has become more so. Here’s the 
record: 


™ In 1914-1916, the magazine advertis- 
ing in the three high months represented 
28.7% of the annual totals; 25% would 
naturally be par for the course. By the 
end of the ’20s however, magazine ad- 
vertising had become more concentrated: 
the total for the three high months had 
risen to 29.4%. But in the last three 
years, the proportion of magazine ad- 
vertising appearing in the three heaviest 
months of the year—May, October, No- 
vember—has risen still further, to 31.1%. 

Conversely, the three low months of 
each period: In 1914-1916, January-July- 
August accounted for 19.7% of total ad- 
vertising. The proportion was about the 
same in 1927-1929, but it dropped sharply 
to only 17.1% of the average annual 
total during the last three years. 

So magazine advertising has become 
more seasonal—while the sweeping social 
and economic changes of the past have 
worked to minimize the seasonal peaks 
and valleys of business in general. 


®™ Has the apparently greater seasonal 
use of magazine advertising—moving 
against the business tide over the years, 
as it were—been accompanied by a less 
seasonal use of other national media? 
Apparently not. Take newspapers, for ex- 
ample: 

In 1928-1929, the three biggest months 
(May, October, November) carried 27.- 
6% of the total linage. In 1953-1954, the 
proportion for those same three months 
had increased to 27.9%. 

In 1928-1929, the three low months of 
that period accounted for 21.9% of total 
newspaper linage. During the last two 
years, the three months with the lowest 
linage (January, February, July) ac- 
counted for only 21.3% of the total. 

The spread between high and low 
used to be 5.7 percentage points; now it 
has increased to 6.6 points. 

Nor do advertisers vary the pattern, 
one print medium to another. For both 
magazines and newspapers the high 
months of recent years have ranked in 
order: October, November, May. January 
ranks low for both of the media; for 
newspapers, the second lowest is Febru- 
ary, while for magazines it is July; July 
places third in newspaper linage, August 


is third lowest in magazine advertising 
revenue. 

Nor does it appear that the national 
advertisers’ use of broadcast media serves 
to correct the increasingly seasonal pat- 
tern of magazines and newspapers. 

Considerable seasonality in network 
radio, with its 13-week summer hiatus, 
has always been a feature of the medium. 
Whether that traditional seasonal pattern 
has become more accentuated since its 
early years is difficult to determine. The 
monthly figures of the ’30s are distorted 
both by the depression, and by radio’s 
exceptionally rapid growth; then came 
the war, followed soon by the impact of 
television. But certainly it seems safe to 
say that the advertisers’ use of network 
radio has not corrected the seasonal im- 
balance in national advertising charac- 
terized by the particularly sharp summer 
drop in magazine and newspaper linage. 

And television? That medium is so new 
and has grown so rapidly that an analysis 
of the exact month-to-month figures 
would have little meaning. But the chart 
on the following page, showing monthly 
gross time billings for the years 1949- 
1954, would certainly seem to indicate 
that this medium, too, is rapidly falling 
into the same pattern of considerable sea- 
sonal variation in its use by the national 
advertiser. Nor do these time billings tell 
the whole story. If talent costs were to be 
included, the advertisers’ actual invest- 
ment in the medium would dip still lower 
during the summer months, because of 
less expensive show replacements. 


® So there is a anomaly. 

In one business after another—in one 
after another phase of American life— 
there has been a leveling off in the sea- 
sonal extremes which used to prevail. 
People spread their buying, and their 
activities, far more evenly over each 
year’s 12 months than they used to. There 
is a great element of flexibility in their 
family budgets and their living ways, in 
their habits and in the gratification of 
their desires. 

On the other hand, it seems that na- 
tional advertising has become even more 
seasonal than it used to be. Here is the 
powerful business force which tells peo- 
ple what to buy with their extra money, 
what to do with their new leisure. Yet, 
increasingly, there are periods of the year 
when those buying messages fade away. 
Magazine issues are slim, newspaper lin- 
age slumps, there are fewer television and 
radio commercials. And, for each medium, 
the quiet periods tend to be the same! 
January and February, July and August, 


are the traditional “slow” months. 

Yet the fact remains that people have 
money every month of the year, and 
spend it every month of the year... 

National advertising does not neces- 
sarily appear in the months when retail 
stores are busiest. National advertising 
during 1953 peaked up in May, October, 
and November—to 29.2% of the year’s 
total. But retail stores did only 25.5% of 
their annual volume during those months. 
On the other hand, national advertising 
in January, July, and August accounted 
for only 20.1% of the 1953 total—but retail 
stores during those months did 24.4% of 
their annual total... 

Let’s take a classification where sales 
are naturally spread quite evenly over the 
year—grocery stores. 

Their sales in February of 1953 hit a 
low—$2,526,000,000—but only because the 
month has 28 days. On a daily-average 
sales basis, the extreme range is between 
December ($97.3 millions) and March 
($86 millions). But it’s still a variation of 
only 11.6% from high to low! 

However, the national advertising of 
products commonly sold in grocery stores 
showed in 1953 an extreme variation of 
more than 34%—between the $41 million 
invested by national advertisers in Oct- 
ober, and their $26.9 million investment 
in January. 

Further, there was no coincidence in 
1953 between national advertising of 
products sold in grocery stores and gro- 


cery store sales, as shown by this tabula- 
tion: 


In In 
Sales Advertising 
Peak Months: Highest December October 
Second Highest October November 


Third Highest July March 
Low Months: Lowest February January 
Next Lowest March August 


Third Lowest November July 
Is it possible that an outmoded tradi- 
tion prevails in the advertising of grocery 
store products—one mot in keeping with 
the evenly-spread pattern of their sales 
throughout the year which now prevails? 


® Drug store sales—like those of grocery 
stores—are largely made up of frequently 
bought, low-unit-price and universally 
consumed commodities. 

With drug stores there is a considerably 
greater seasonal fluctuation in sales than 
with grocery stores: December volume 
peaks up, obviously because of gift buying. 
But, except for that one month, 1953’s 
volume was remarkably constant. May 
was high with sales of $397 million, Sep- 
tember low with $377 million—a range of 
only 5%. 

And, again, there seemed little coinci- 
dence in 1953 between drug store sales, 
and the national advertising of drug and 
cosmetic products: 


In In 
Sales Advertising 
Peak Months: Highest December October 
Second Highest May November 
Third Highest June June 
Lew Months: Lowest September January 
Next Lowest March December 


Third Lewest April August 
{Similar discussions of sales and adver- 
tising for alcoholic beverages, gasoline 
(Continued on Page 48) 
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WIDE FLUCTUATIONS SHOWN—This chart shows 1953 national advertising of grocery store products (solid line), and 
grocery store sales (barred line), by months. Clearly, seasonal advertising trends have no relation to seasonal 

sales trends for the group as a whole. 
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AUTOMOBILES—Here advertising of passenger cars, com- SERVICE STATIONS—Advertising of tires, batteries, acces- 
mercial vehicles and tractors is matched against sales of sories, gas and oil is compared with sales of service sta- 
motor vehicle dealers, by months, for 1953. tions and tire, battery and accessories dealers. 
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DRUGS AND COSMETICS—This chart shows 1953 national HOUSEHOLD FURNISHINGS—Matching 1953 data on national 
advertising of drugs and cosmetics by months, matched advertising of household furnishings, etc., radio and tv 
against total drug store sales. sets, with furniture and appliance store sales. 
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RETAIL SALES—In this chart, total retail sales for 1953 are 
matched against total national advertising for that year, 
showing monthly fluctuations. 
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ALCOHOLIC BEVERAGES—1953 estimates sales, by months, of 
beer, wine and liquor are matched against advertising 
expenditures in these classifications. 
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APPAREL PICTURE—Here 1953 national advertising of ap- 
parel, footwear and accessories has been matched against 
sales of apparel stores by months. 
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. ‘GETTING THERE—The network tv pattern is too new to be 
. significant, but clearly seasonality is building up as the 
medium grows. 


LESS MARKED FOR NEWSPAPERS—Only two three-year periods are available for study of the seasonal pattern of na- 
tional newspaper linage. Here no particular trend is readily discernible, although there are modest indications 
that the summer slump is not quite so bad, and the fall peak not quite so high. 
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service station products, automobiles and 
trucks, apparel, and furniture and appli- 
ances, are also given in the analysis. ] 
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In summary... 

The sweeping social and economic 
changes of the past three decades have 
profoundly affected every aspect of our 
national life. Perhaps it can best be put 
that new elements of flexibility are now 
present in America—higher incomes with 
larger savings and more cash available, 
a far greater personal mobility, new lei- 
sure and new ways of spending it. 

In one business line after another, the 
results seem to have been a leveling off in 
seasonality. The yearly activity peaks 
seem to be less high than they were even a 
few years ago, the valleys in the sales 
curve are less deep. 

On the cther hand, it would appear that 
the seasonal ups-and-downs in national 
advertising are even more pronounced 
now than they were 10 or 20 years ago. 
Thus this powerful business force—upon 
which companies rely so heavily to bring 
to the consumer the selling messages about 
their thousands of products and services— 
would seem to be increasingly out of step 
with consumer purchases, in one sales 
category after another. 


® Seasonality in business? It will always 
exist, of course. It results not only from 
the changes of the seasons, but also from 
certain American living habits and tradi- 
tions which can never be changed. The 


Tips for the Production Man... 
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facts remain, however, that consumer 
purchases—even in the most “seasonal” 
lines—are spread rather evenly over the 
year. Far more evenly than the national 
advertising of the products those consum- 
ers buy. And in the case of the products 
which are regularly bought and regularly 
consumed—foods, drugs, gasoline, tires 
and automobile accessories, for example 
—there is still a noteworthy seasonal 
incongruence between store sales and 
national advertising. 

Certain questions inevitably arise, 
therefore: 


® Have national advertisers taken full 
cognizance of all the changing seasonal 
patterns of consumer living and buying 
habits? 

Are many national advertisers putting 
too heavy a burden on their spring and 
autumn advertising—expecting too great 
a memory-carryover of their product 
messages into the ensuing seasons, when 
so many of their consumer sales are 
made? 

Are too many companies inclined to 
schedule their national advertising to 
coincide with factory sales or dealer-buy- 
ing customs—rather than with the actual 
consumer purchases of their products? 

Could not many a company increase its 
sales volume by added national advertis- 
ing during the “slack” months? (“Slack” 
only in terms of advertising use in most 
business lines—but not slack as measured 
by product sales!) 


What Price Haste? 


By Kenneth B. Butler 


(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler. 
& Associates, Mendota, III.) 


Listening to the shop talk and gripes 
of publishers is not all lost time. The 
other day one such commentary began 
thus: 

“Why is it that an advertising produc- 
tion man who will scream to high heaven 
when he is billed for plate costs for 
change in a printing plate will turn 
around and...” 

His next statement was an eye-opener. 
He cited the large number of instances 
where advertising plates not scheduled 
for insertion for several months in the 
future arrive by air express! 

As we all know, air express ain’t cheap. 


® If this publisher’s experience is typical, 
then many a production man is running 
up his costs by using a costly form of 
transportation for plates when speed is 
not called for. Parcel post would get it 
there in plenty of time, at a saving. 
Being one of those behind-the-scenes 


Employe Communications... 


cost items, mailing costs on plates prob- 
ably do not come under the production 
man’s immediate surveillance. Because 
many electros just barely make the dead- 
line, the electrotyper probably has a 
standing order to send by air express. 
Some simple procedure doubtless can 
be instituted whereby the electrotyper 
uses the transportation system that is 
needed, according to deadlines to be met. 


™ There are instances, of course, where 
the destination is not reachable by direct 
air express. This same publisher signed 
an airmail subscription card to become a 
charter subscriber to a new magazine. As 
he dropped the card in the airmail slot 
of the mailbox, he smiled. He was mailing 
it in Chicago, and the card carried a Chi- 
cago reply address. “This,” he said, “will 
surely never see the inside of an air- 
plane.” 

Plates intended for publication two or 
three months hence do not justify air ex- 
press. Admittedly the amount saved is not 
a huge sum except in the case of a large 
advertiser. 

But “mony a mickle makes a muckle.” 


Association Gives Members PR Assists 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

The American Gas Assn. has announced 
a series of regional workshops on public 
relations. The AGA is leaguing it up with 
the Independent Natural Gas Assn. of 
America, the Gas Appliance Manufac- 
turers Assn. and the National Council for 
LP-Gas Promotion. Sixty-eight companies 
are behind the drive. 

What makes the program promising is 
the group’s announced intention to back 
away from the conventional approach to 
public education. Instead of the scatter- 


shot technique whereby the publicists 
fire in the air and hope somebody gets 
hit, the AGA programmists have drawn a 
bead on local targets. They plan to carry 
their campaign into local communities, 
educate people in methods for improving 
their own local public relations, and give 
them the steam they need to keep the 
local effort moving along. 


® The association lists six targets: (1) 
develop greater awareness among em- 
ployes, stockholders and customers of 
their vital stake in the American system; 
(2) stimulate greater public appreciation 
of gas; (3) inform employes on gas in- 
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The Creative Man’s Corner... 


unexpected nature—deep impact. 


It's Symptomatic 


This is an advertisement tor the New Haven Ralilroac 


This is what we would call a self-conscious advertisement. It is an adver- 
tisement that intentionally sets out to be different. It seeks attention not so 
much for excellence as for unusualness. 

It is a fabricated advertisement—not a created one. It is an advertisement 
assembled out of various observed bits of information. Large square photo- 
graph—high noting. Picture of baby—wide emotional appeal. Message of an 


What is communicated is not of paramount importance. The desire to speak 
truth or enlightenment or even just to pass along a small bit of information is 
overshadowed by the unthinking urge to be heard, to turn heads, to have the 
finger pointed—no matter how undiscerning the digit. 

This is an advertisement that, a few years ago, would have been called 
“strictly from hunger.” Strictly from a lack of talent. This is symptomatic of 
the famine of our time—a famine not only of ability but of good judgment 
and, all too often (though not in this instance), of taste. 

It results in the use of gimmicks in place of ideas. It results in eye-patches, 
bearded men and women smoking cigars. It results in advertisements like this ' 
that say little or nothing but say it cleverly so that, temporarily, one is taken 
in—not by what the advertisement says about the product, but just by what 
the advertisement itself says and how it says it. 

This is putting five fingers to each side of the head. This is sticking the 
tongue out. This is penciling moustaches on ladies on posters. 

It is not advertising. Let nobody kid you. It is not advertising. 


— 


dustry fundamentals and stimulate public 
relations action; (4) create better public 
understanding of the gas industry’s eco- 
nomic and financial needs; (5) encourage 
investment of funds in gas industry se- 
curities, and (6) acquaint school students 
with the modern role of gas and gas ap- 
pliances. 

It’s a tall order, but you have to start 
somewhere. And the AGA has prepared 
some useful tools, at least two of which 
fall into the helpful category of “how-to” 
literature. The first is a booklet on the 
organization of public relations within a 
concern. Many of the organizations in the 
industry are far behind the times in pub- 
lic relations. They are not only unfamiliar 
with the methods; they are unresponsive 
to the basic need. So a public relations 
course-of-sprouts ought to help. 

The second is a handy manual on the 
open house and community plant tour. 
In it the member can find some of the 
bedrock guidance he needs to stage such 
an event for himself. Other literature 
prepared—and to be prepared—by the 
committee includes a newsletter, a finan- 


cial bulletin, and a series of industry 
articles to be distributed to editors of 
company magazines. 

Instead of bundling up several pounds 
of printed matter, and shipping it out to 
the hinterlands, the association will fol- 
low an already-established pattern of lo- 
cal conclaves. Here the neophyte in public 
relations may come with questions, and 
depart with the answers. 


® The AGA campaign, while not a pio- 
neering maneuver, is sound and com- 
mendable. Its sponsors have before it, 
however, one task that should precede all 
others. It is true of any association cam- 
paign in the area of public relations. The 
task is to sell the need for it to the upper 
levels of management companies. Finan- 
cial support is one thing; moral support 
and continuing interest are two others. 

It is easy to hand a company manage- 
ment the tools of public relations, with 
specific directions for their use. Man- 
agement is too often inclined to use the 
tools once, and then put them on the 
shelf for another day that never comes. 
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The Great 
American Weekly Family 
will spend it in ‘55... 


Thats ENTHUSIASM! 


BUYING, PREPARING AND 
SERVING tasteful as well as sat- 
isfying meals, in wide variety, has 
become a prime enthusiasm of the 
Great American Weekly Family. 


FRESH, CANNED OR FROZEN, more kinds of 
food than ever before will this year find their way to the 
tables ofnearly tenmillion American Weekly families, 
whose median weekly food expenditure is 28 dollars. 


AMY ALDEN’S “DINNER IN HALF AN HOUR’, APRIL 17 


i Pst. Pay, 5 a! 
Me... mS rm. “.° Hig : i 


FOOD FOR PLEASURE as well as for need reflects 
higher American Weekly family income, increased 
knowledge of nutrition and a growing desire for the 
better things in life that is satisfied in food stores daily. 


a &. 


AND WE COVER THE HEART OF THE FOOD MARKET 


Just compare the effectiveness of the American Weekly with that of other 
national magazines in covering the heart of the food market, i.e. 351 counties 
doing 80.7 % of all supermarket sales, doing approximately $24.4 billion of retail 
grocery store sales.* 


THE AMERICAN WEEKLY reaches 8,389,699 families 

Life PLUS Saturday Evening Post .. . . 7,236,602 families 

Woman’s Day PLUS Family Circle . . . 5,503,234 families 
DOLLARS SPENT IN THE AMERICAN WEEKLY WORK 
HARDEST WHERE BUSINESS IS BIGGEST—AND BEST 


*Source: American Weekly Marketing Division 


& Amr RICAN WEERLY 


THAT'S WHY the American Weekly features more in- 
formation about food than any other Sunday magazine. 
We meet family enthusiasms and families buy products 
shown in our pages. Shouldn’t yours be there? 


MAY 8. TRY AMY ALDEN’S ‘SOUPS AND SALADS” 


Beamed to the Enthusiasms of the American Family 


THE AMERICAN WEEKLY, 63 VESEY STREET, NEW YORK 7. N. Y. © ATLANTA « BOSTON * CHICAGO * CLEVELAND * DETROIT © LOS ANGELES * SAN FRANCISCO 


HUNTINGTON, W. VA.. HERALD-ADVERTISER * KNOXVILLE JOURNAL * 


ALBANY TIMES-UNION © BALTIMORE AMERICAN * BOSTON ADVERTISER * BUFFALO COURIER-EXPRESS * CHICAGO AMERICAN * CINCINNATI ENQUIRER © CLEVELAND PLAIN DEALER * CORPUS CHRISTI CALLER TIMES 


DALLAS TIMES HERALD * DETROIT TIMES * HOUSTON CHRONICLE * LOS ANGELES EXAMINER * MIAMI HERALD + MILWAUKEE SENTINEL 


NEW ORLEANS ITEM * NEW YORK JOURNAL-AMERICAN * PHILADELPHIA BULLETIN * PITTSBURGH SUN-TELEGRAPH . PORTLAND OREGONIAN * ST. LOUIS GLOBE-DEMOCRAT «+ ST. PAUL PIONEER PRESS 
SAN ANTONIO LIGHT * SAN FRANCISCO EXAMINER © SEATTLE POST-INTELLIGENCER + SYRACUSE HERALD-AMERICAN * WASHINGTON POST & TIMES-HERALD © WICHITA BEACON 
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Looking at Radio and Television... 


Eye and Ear Man Picks Best TV Commercials 
Used During the Past Month 


By The Eye and Ear Man 


As the season runs on and advertisers 
are investing fewer dollars on new com- 
mercials, the pickings for the commercials 
of the month get slimmer and slimmer. 
The good commercials remain good and 
show no sign of wearing out, and the bad 
ones will probably get no better by the 
act of repeating them. Consequently, this 
month’s list of best of the month is scrap- 
ing the bottom of the barrel. 

The following represent different or 
unusual commercials which get talked 
about, but may not necessarily be good 
sell. The distinction between attracting 
attention and making a sale is a thin one. 
The complex nature of the medium makes 
it possible to attract attention without 
selling, but no sale can be made without 
attracting attention. The factor of inat- 
tentiveness during the commercials, par- 
ticularly during the daytime, is of increas- 
ing concern. Therefore, the dynamics of 
the commercial require something star- 
tling to catch the eye and ear of the view- 
er and soften him up for the sell. 


® The factor of repetitiveness is also pres- 
ent. The commercial that has a good basic 
premise and good production often grows 
on the viewer. Patience and an under- 
standing of the factors of infrequent ex- 
posure are virtues that must be acquired 
by the advertising manager if he is to get 
full value out of his television usage. 

With these disclaimers in mind the fol- 
lowing commercials have emerged above 
the pale of mediocrity for better or worse: 

1. L&M Filters—spots and participa- 
tions. Cunningham & Walsh, New York, 
is the agency. As for credits on the opera- 
tion, the list would be a long one. “Every- 
body,” reports C&W, “works on this ac- 
count.” 

This boy-meets-girl singing commercial 
is one that grows on you. It is somewhat 
effete in regard to hard sell in a tough 
competitive business, but you get the 
idea that you are going to like the flavor 
and get protection, as well, by a pleasant 
aura of romance and seduction. The song 
is good enough to stick in your head and 
one often feels darned silly walking down 
the street singing it like the old street 
singer. 

2. Mennen products—silent movie spots. 
Kenyon & Eckhardt is the agency. These 
animated stylized singing spots have sub- 


a 
\ ee ee 
"SHIEK’S SECRET’—Monte Banks Jr. plays 
the part of the shiek in these Mennen com- 
mercials which, perhaps, lean heavier on 
entertainment than on sell. But you can’t 
miss them, the Eye and Ear Man says. 


“iy oe 


stance in that you can’t miss them, they 
entertain and they work in a harmless 
sugar-coated sell but leave you with a 
good feeling about the product and, to a 
degree, leave you with an urge to try 
Mennen’s. It is probably true that they 
lean heavier on entertainment than sell 
with the consumer having to think about 
“what was it those silent movie technique 
commercials were selling,” but at least 
you can’t miss them. Norris Konheim of 
the agency’s radio-tv department is 
writer; Marshall Rothen is agency pro- 
ducer. 


MEMORABLE—Libby, the Eye and Ear Man says, seems to have found a way to intro- 
duce its frozen foods with continuity—with “clever animation and a memorable 
singing commercial.” 


RE Ro ata 


Advertising Age, May 23, 1955 
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GROWS ON YOU—The L&M singing commercial, with its aura of romance, gives the 
feeling you’d like the product. The song is catchy, too. 


3. Pamper shampoo, Toni Co.—spots 
and program participations. Clinton E. 
Frank Inc., Chicago, is the agency. The 
little lamb on these commercials is not 
only fetching but it leads to thoughts of 
lanolin and, by association of ideas, to 
gentleness and then to easy-on-the-fall- 
ing-hair. With a plethora of shampoos on 
the market, and some real good sell, Toni 
was probably smart to call attention to 
its product by a device which gives pleas- 
ant associations as well as a lead in to a 
hard sell. Film production by Cascade 
Pictures of California; animation artist 
is A. Lovy. Writers are J. Riley, L. Mather 
and G. Mercer; art directors are M. 
Hollingue and S. Rae; tv director, Joseph 
Spery. 

4. Libby’s Itty Bitty Opera spots. Batten, 
Barton, Durstine & Osborn is the agency. 
In the field of frozen foods there is so 
much going on that a way to introduce 
different brands with continuity is diffi- 
cult. Libby seems to have done it with 
clever animation and a taste tempting, 
memorable singing commercial, music for 
which was composed by William P. 
Heathcock. This is another example of a 
way to lure the consumer away from his 
newspaper, book, conversation, or card 
game long enough to draw him into a 
sell. The commercials moving in this di- 
rection will soon be getting better than 
the show itself. The “opera” is the brain 
child of W. C. Mitchell, v.p. of Libby; it 
was produced by Ray Patin Productions, 
Hollywood. 

This list for this month clearly points 
up the factor of attention to the commer- 
cial in a household that is distracted in so 
many ways that there is trouble concen- 
trating on anything—including a sell. The 
vendors of merchandise must understand 


On the Merchandising Front... 


FETCHING—Lamb to lanolin to gentleness 

is the train of thought produced by the 

Pamper shampoo animations, which lead 
in to hard sell for the Toni product. 


that there is nothing so unimportant to a 
consumer as a commercial. In order to 
succeed it must get his attention and then 
tell him “what the product is going to do 
to make his life a better one.” Without 
this combination of factors the advertiser 
might as well save his money; he cannot 
succeed in television advertising. 


Study of Food Super History Shows 
Similarity to Current Discount Struggle 


By E. B. Weiss 
Merchandising Consultant 

No one form of retailing ever left so 
sharp and indelible a stamp on practical- 
ly all other forms of retailing as did the 
food super. Even today’s discount house 
merely adapts food super techniques. 

I have a strong belief that the next 
revolutionary concept in retailing will al- 
So start in the food outlet; I have refer- 
ence, of course, to mechanical and ulti- 
mately electronic procedures to every step 
of the retailing of foods. And, in time, 
other types of retail outlets will once 
again emulate and imitate the new type 


of food super—once again, with rever- 
berations reaching all the way back to 
manufacturers both of foods and an in- 
finite variety of non-foods. 

For these and many other reasons, I 
have been spending many hours with 
the first definitive treatment of the food 
super, written by the one man who was 
among the very first to predict the future 
greatness of the food super and who, 
more than any one individual, diapered 
and then weaned that struggling retail] in- 
fant of the early and awful 1930s and 
guided it to its present position of adult- 
hood and dominance. The man is my good 
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DVERTISING is no business for stick-in-the-ruts. Nor is 
publishing. These have been years of great change in the 
interests, needs and desires of people everywhere. These are 
times of great opportunity for those who meet the challenge 
of change. 


Nowhere has the change been so great as among the more 
than twenty million families now living beyond the metropolitan 
areas—in Countryside America. 


Modern communications have erased any sense of remoteness. 
Modern transportation has changed the meaning of distance. 
The dispersion of industry and the prosperity of agriculture 
assures ample buying power. The birthplace of American ideals 
has become the very heart of today’s All-America Market. 


To produce a magazine which would serve countryside people 
in an important, different way and, thereby, give advertisers a 
real opportunity for intimate communication among them with 
broad-based, low-cost coverage— this was our challenge of change. 


It is not environment alone which distinguishes these 
families. Nor is it their economic condition, for today buying 
power is everywhere. Neither is it tastes nor education. 


It is their deep desire to raise a family in a home of their own, 
on their own piece of ground, with breathing space and elbow 
room. It is their love of family solidarity, of shared interests of 
living together, which makes theirs a way of life. 


All over America and among all families there is a growing 
interest in the family itself. Young marrieds are raising bigger 


MEETING THE CHALLENGE OF CHANGE 


families. Foods, fun, furnishings or cars, most of the buying 
decisions are now family decisions. Advertisers are conscious of 
this family influence and appeal to it in their selling messages. 
Nowhere is it stronger than among countryside families. 

Born in the spring of 1953, TOWN JOURNAL is a family mag- 
azine—the end result of ten years of costly development and 
twenty years of successful publishing in a related field. 


True, any family anywhere can enjoy TOWN JOURNAL. Many, 
many do. We welcome them wherever they may live. But our 
greatest interest is among countryside families. Look carefully 
through any issue and -you will find the editorial over-tones 
which give it a “‘me and mine’”’ feeling to families who like to 
live in the countryside. More than eighty per cent of TOWN 
JOURNAL’s circulation is among them. 


TOWN JOURNAL has been warmly received—circulation has 
increased 25% in two years—1,650,000 copies with the June 
issue and growing soundly, steadily. 

Only a few great magazines equal its total family readership. 
Advertisers large and small are beginning to appreciate more 
and more that the most potent voice in the family council is the 
family magazine, read by all. 

TOWN JOURNAL represents a new application of a sound and 
proven editorial principle. Well done and backed with ample 
resources, TOWN JOURNAL is very much in tune with the times. 
As a friend in the family court, it provides advertisers with a 
welcome opportunity for added impact and broad, low-cost 
coverage in the very heart of today’s All-America Market. 


His kaon. Publisher 
fedudf Ce beoee, President 


TOWN JOURNAL 


The family magazine for American towns 


Published by Farm Journal, Inc. « Washington Square, Philadelphia 5, Pa. 
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and old friendly enemy M. M. Zimmer- 
man, editor of Super Market Merchandis- 
ing and author of “The Super Market,” 
recently published by McGraw-Hill Book 
Co. 


® So that this unorthodox review of 
“Zim’s” book will not revert to orthodoxy 
I might mention, right here and now, that 
Zimmerman and Weiss have locked horns 
more than once because I have apparently 
not shown the proper respect for the food 
super. As a matter of fact, one of the bit- 
terest comments ever made on anything I 
ever wrote was penned by friend Zim- 
merman. It was made more galling by the 
fact that his comments were very much to 
the point. Indeed, matters reached a 
stage where whenever I wrote anything 
about the food super I wondered how 
loud a blast I would evoke from “Zim”; 
and my concern was usually well 
founded. 

Of late, however, I note that I have 
been able to take an occasional poke at 
the food super without bringing down on 
my head the wrath of its proud protagon- 
ist, which may be due to the mellowing 
effect of the years, or to the conclusion 
that the food super is now immune to at- 
tack. Why, I even remarked in print 
quite recently that the food super has be- 
come a rather orthodox outlet—and all 
hell didn’t break loose, much to my as- 
tonishment, not to mention relief. 

In any event, “The Super Market” is a 
book worth not merely reading, but 
studying. It is worth studying by those in 
every phase of the food industry. It is 
worth studying by those whose non-foods 
are now, or may ultimately be sold 
through the food super. 

But in addition to these typical rea- 
sons for spending time with a food book, 
I recommend its reading by everybody 
concerned with the off-list revolution 
(and who isn’t—including the food super, 
itself?). I make this recommendation be- 
cause here in “Zim’s” book the reader 
will find a play-by-play account of the 
food super’s struggles that parallels in 
every respect the present-day struggles of 
the discount house and the disturbances it 
is creating in all sorts of markets and to 
all sorts of marketing programs. 

I suggest that you start reading the 
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book with Chapter 3. That chapter is en- 
titled “The Upstart Industry Crashes the 
Distribution World.” Here you will find 
the fascinating details of the real start of 
the food super, and how that “discount 
house” of the depression years caught 
damnation from all and sundry, with the 
exception, of course, of the public. You 
will find here how various trade associa- 
tions passed resolutions condemning the 
food super; how anti-food super legisla- 
tion was sought; how papers were “or- 
dered” not to accept food super advertis- 
ing; how manufacturers received letters 
making all sorts of threats if they con- 
tinued to sell to the food super. As you 
read this chapter, just substitute 1955 for 
1930, and substitute discount house for 
food super—and the preciseness of the 
resemblance will startle you, as it did me 
even though I pointed out this resem- 
blance in both of my off-list series in AA. 

Moreover, a study of this book will give 
the reader a pretty clear idea of how 
manufacturers, wholesalers, and retailers 
will adjust to the modern off-list retailer 
because here, too, the resemblance is 
striking. 

Incidentally, one of the great pioneers 
of the food super concept was Michael 
Cullen. He tried to sell his concept to the 
president of the Kroger Co. He got a turn- 
down—couldn’t even get in to see him. 
(I understand that Kroger operates one 
or two food supers today.) You’ll find 
such fascinating tid-bits as this in “Zim’s”’ 
book—plus more statistics about the food 
super than have ever been assembled 
before between two covers. 

And once again you will learn that 
great new ideas are seldom started by 
great corporations. Consequently, don’t 
expect that the next real revolution in 
food retailing will come out of any of the 
existing large chains; they have become 
traditional retailers. Some little guy, 
somewhere west of Laramie, will prob- 
ably show the modern food super, which 
now needs an average margin on food of 
17% whereas a discount house can make 
a profit on a 10% markup on appliances, 
how to sell food profitably at an aver- 
age margin of perhaps 8%. 

If that doesn’t cause “Zim” to storm out 
of his lair, then I will know for sure that 
the millenium has indeed come! 


Consumers Buy Effects—Not Causes 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 

A veteran sales manager, who worked 
his way through college as a house-to- 
house salesman, spoke in this vein the 
other day to a group of students of adver- 
tising: 

“Remember that 
what a product does is 
far more interesting 
and persuasive to peo- 
ple than what a prod- 
uct is. I discovered this 
early in life as a door- 
to-door canvasser. I 
never unveiled my 
wares on the doorstep 
if I could avoid doing 
so. I knew I could not 
arouse interest unless I could make a 
demonstration inside the house. 

“What makes demonstrations so persua- 
sive, in my opinion, is the fact that they 
portray graphically not merely the cause 
but the effect. Effects—not causes—are 
what people pay their money for. Demon- 
strations are persuasive also because they 
contribute greatly to the credibility of the 
promised effect. Excellent examples of 
what I am talking about are the Sheaffer 
television commercials. After seeing the 
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Snorkel operating before his very eyes, 
how can the viewer possibly doubt that 
the pen will deliver the effect exactly as 
promised?” 


s Concerning this matter of credibility, 
Harry Wayne McMahan says this in his 
fine book, “The Television Commercial”: 

“Psychologically, we know it is neces- 
sary to establish one believable scene be- 
fore the viewer is ready to believe subse- 
quent claims. Perhaps Alka-Seltzer has 
done this job better than anyone else. They 
say: ‘Drop a tablet in the water—listen 
to it FIZZ. Drink it—you’ll feel better.’ 

“When a customer drops an Alka-Seltz- 
er in the water, it does fizz. He believes 
it. Then he drinks it—and feels hetter! 
Psychology at work, both in advertising 
and actual practice.” 

It also seems probable that demonstra- 
tion of effects results in greater memora- 
bility. Findings have shown, according to 
NBC, that “people are most likely to re- 
member advertisers’ claims if they see the 
performance demonstrated.” 

To experienced copywriters nothing is 
new about the strategy of demonstrating 
effects. But I sometimes wonder if greater 
use of it might not profitably be made in 
print advertising. 

I call to your attention four splendid 
advertisements, reproduced here, that 
make expert use of the principle. I’d like 
to see more like them. 
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By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

This good ad is from a recent issue of 
Life. It seems to me an advertiser al- 
ways gets extra dividends (or something 
bigger) from an ad that makes a posi- 
tive attempt to penetrate clear into the 
reader’s life and problems, in an effort 
to participate. 

This is consistent with a favorite 
theme of mine that all good selling is 
serving. Actually, we all gain what we 
want in life (legitimately) only by help- 
ing other people get what they want. 
We are served in the world by serving 
the world. 

Many, many ads that could serve, 
are inert. They are decorations for 
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paper. They are bloodless, lifeless, un- 
aimed bulletir-, to the sky. 

The Alcoa ad communicates instantly, 
and selects its logical prospects that 
quickly out of all Life’s readers. 

It does another very small thing 
that has big implications. The small 
type immediately under the heading 
does two good things. It says, “If you 
already have door and window screens 
made with aluminum screening, just 
file this information away. You won’t 
need it for many, many years.” 

That gets a swell whack in for the 
value of aluminum screens, and it may 
lead to a good many people actually 
putting the page away for next season, 
or the next, or the next. If only a few 
do it, it pays off. If none do it, I think 
it still pays off. 
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Advertising Age, May 23, 1955 


Coming 
Conventions 


*Indicates first listing in this column. 

May 22-24. Magazine Publishers Assn., 
36th annual meeting, The Greenbrier, 
White Sulphur Springs, W. Va. 

May 22-26. National Assn. of Radio & 
Television Broadcasters, annual conven- 
tion, Shoreham and Sheraton-Park Hotels, 
Washington, D. C. 

May 23-25. Sales Aids show, sponsored 
by Advertising Trades Institute, Biltmore 
Hotel, New York. 

May 25-28. Associated Business Publi- 
cations, annual spring conference, The 
Homestead, Hot Springs, Va. 

May 30-June 1. National Assn. of Trans- 
portation Advertising, 14th annual meet- 
ing, The Cloister, Sea Island, Ga. 

June 5-8. Advertising Federation of 
America, 51st annual convention, Palmer 
House, Chicago. 

June 8-10. National Sales Executives 
convention and sales equipment fair, 
Waldorf-Astoria, New York. 

June 12-17. Special Libraries Assn., ad- 
vertising division, 46th annual conven- 
tion, Hotel Statler, Detroit. 

June 15-17. American Marketing Assn., 
national conference, Schroeder Hotel, 
Milwaukee. 

June 19-20. New England Newspaper 
Advertising Executives Assn., summer 
meeting, Hotel Wentworth, Portsmouth, 
N. H. 

June 19-22. Poster Advertising Assn. of 
Canada, Hotel London, London, Ont. 

June 20-22. Lithographers National 
Assn., annual convention, Lake Placid 
Club, Lake Placid, N. Y. 

June 24-26. Northwest Daily Press 
Assn., summer meeting, Ruttger’s Birch- 
mont Hotel, Bemidji, Minn. 

June 26-29. National Advertising Indus- 
tries Exposition, Hotel Morrison, Chicago. 

June 26-29. Advertising Assn. of the 
West, 52nd annual convention, Multno- 
mah Hotel, Portland, Ore. 

July 11-13. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, The 
Greenbrier, White Sulphur Springs, W. 
Va. 

*Aug. 6. Midwestern Advertising Agen- 
cy Network, 3rd quarterly management 
and production workshop, Drake Hotel, 
Chicago. 

Aug. 6-9. Mail Advertising Service 
Assn., annual convention, Statler Hotel, 
Los Angeles. 

Aug. 15-19. Photographers’ Assn. of 
America, 75th anniversary convention, 
Conrad Hilton Hotel, Chicago. 

Sept. 10-14. Screen Process Printing 
Assn., International, 7th world conven- 
tion, Ambassador Hotel, Atlantic City. 

Sept. 12-14. Direct Mail Advertising 
Assn., 38th annual convention, Morrison 
Hotel, Chicago. 

Oct. 2-6. Outdoor Advertising Assn. of 
America, 58th annual convention, Jeffer- 
son Hotel, St. Louis. 

Oct. 17-18. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 17-18. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

OCT. 17-19. Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 
Club, Chicago. 

Oct. 20-21. Audit Bureau of Circula- 
tions, 4lst annual meeting, Drake Hotel, 
Chicago. 

Nov. 8-10. Fourth Canadian national 
packaging exposition and conference, 
Automotive Bldg., Canadian National Ex- 
hibition Grounds, Toronto. 

Nov. 14-16. Advertising Essentials Show, 
sponsored by Advertising Trades Insti- 
tute, Biltmore Hotel, New York. 

Nov. 14-16. Public Relations Society 
of America, annual national conference, 
Ambassador Hotel, Los Angeles. 


Flynn to MacLean-Hunter 

John Peter Flynn has been ap- 
pointed to the new post of director 
of research and development for 
Rock Products, Inland Printer and 
Concrete Products, MacLean- 
Hunter publications, Chicago. Mr. 
Flynn formerly was director of 
promotion and research for Pit 
and Quarry Publications, Chicago. 


Dissolve Rothman & Gibbons 


The advertising and public re- 
lations company of Rothman & 
Gibbons, Pittsburgh, has dissolved 
after eight years of successful 
operation. Arthur D. Gibbons 
leaves the partnership to work as 
a free lance advertising and public 
relations consultant. S. Lawrence 
Rothman has opened a new agency 
at the same address. 


Four Promoted by Nash 


Four men have been promoted 
in the advertising and merchandis- 
ing departments of Nash Motors, 
Detroit. Appointed to new positions 
are R. James Molloy, sales promo- 
tion manager; Allen D. Gage, na- 
tional advertising supervisor; E. B. 
Brogan, local advertising supervi- 
sor, and John H. McGuckin, sales 


training supervisor. 


BIG NEWSY—The Oakland Tribune is now using outdoor spectaculars. 
Here is one of the paper’s two permanent and three rotating bulle- 
tins located on major arterials in the Oakland market. The cutouts 
of a Tribune delivery boy are 28 feet tall and the reproduction of 
a Tribune Page 1 is 25x45’. 
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Agency Named by Bakers account. The baking company, said 

Bearden - Thompson - Frankel, to be the largest independent baker 
Atlanta, has been appointed by|in Georgia, serves 4,500 retail 
Atlanta Baking Co. to handle its| accounts. 
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Edited in Spanish by native Latin 

Americans, it is closely read by 

more than 5,500 leaders of man- ~— 

ufacturing and processing indus- 

tries, including producers of foods, ‘ ——— 


drugs and cosmetics. Besides its 

regular pages filled with informa- — LATIN 
tion essential to these important — 

buyers of equipment and ma- — AMERICAN INDUSTRY 
chines, ELABORACIONES 9y _  StamssesenssnesscsmseE 
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translation and referral to Amer- 
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Dalby to Gray & Rogers 
Kenneth B. Dalby has joined the 

copy department of Gray & Rog- 

Philadelphia. He formerly Co., Lancaster, Pa. 


a Down Beat—Country and Western Jamboree—Record Whirl—Up 
(2) “gaat Beot— Music—Beverages—Radio y Articulos Electricos—Bebidos— 

lication La Farmacia Moderna—lo Tiendo—Elaboraciones y Envases— 
publishing since 1934 Radio y Articulos Electricos Catalog File—Bebidas Annval Directory 


Armstrong Reporter,” magazine 
for employes of Armstrong Cork 


j served as assistant editor of “The | 
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1,000 cords of wood are handled daily at Champion’s Texas Division. 


Quality Papers 
Come From Woodyards Like This 


Thousands upon thousands of cords of Southern pine 
and hardwood are handled in Champion’s mill wood- 
yards such as the one pictured. They provide the source 
for the various types of pulp blended by Champion to 
produce its great line of papers. The skill that goes 
into this blending of pulp is an important contribution 
to keeping Champion the leader in papermaking. 


CHAMPION’ PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY - HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia. Metroit, St. Louis, 
Cis ', Atlanta, Dallas, and San F rancisco. Distributors in every major city. 
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Rutus Choate Is Elected 
This is Board Chairman of NBP 


MO Rufus Choate, president of 
G. DOUGLAS RRIS, Scott-Choate Publishing Co., Tar- 
Vice President, 


rytown, N.Y., has been elected the | 
Lambert & Feasley, Inc., new chairman of the board of | 
New York National Business Publications. | 
Elected NBP vice-chairmen were | 
As he patiently waits his turn for 
the bathroom, he declares: 


- 


N. McK. Kneisly, president of Irv-| 
ing-Cloud Publishing Co., Chicago, | 


“ 


i if tr my four f 
wees pee woudl Get te a King Publications, San Francisco. 
LISTERINE before it’s practically William J. Rooke, chairman of the 
gone. At the rate our medicine board of W.R.C. Smith Publishing 
chest gets depleted, you'd think Co., Atlanta, continues as NBP 
we kept snacks in it!’ vice-chairman. 

Leonard Tingle, president of 
Butterick Co., New York, was re- 
appointed NBP treasurer, and 
children, who, like yourself, Robert E. Harper, Washington, 
solve the problem by the simple remains president of the associa- 
expedient of replenishment. tion. 

Our toiletries and drug 
advertisers are, of course, 
understandably sympathetic! 


Your dilemma, Mr. Morris, is 
shared by PARENTS’ 1,625,000 
families with over 3,250,000 


Names St. Georges & Keyes 


has named St. Georges & Keyes, 


New York, to handle advertising 
for the white oil, petrolatum and 
sulfonate division. Hicks & Greist, 
New York, is the previous agency. 


FAMOUS FATHERS AGREE: Women are wonderful, 
... but MOTHERS are better and bigger customers! 


VERY INTRIGUING POSTER—The red swash letters above, and the “very 

improved process” they refer to, have become the dominant symbol 

L. Sonneborn & Sons, New York,; jn all media this year for Melodry beer, produced by Frankenmuth 

Brewing Co., Frankenmuth, Mich. Shown admiring the outdoor ver- 

sion are, left to right: Ralph Sharp, president of Ralph Sharp Adver- 

tising, Detroit; Joseph H. Langhammer, exec. v.p. of the agency, and 
Bruce Berckmans, president of Frankenmuth. 
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2- WHAT'S ¢ GOING ON IN OKLAHOMA? 


NEW INDUSTRIES 
ARE GROWING! 


Always a great growing state agriculturally, 
Oklahoma has been growing industrially, too. 
Manufacturing employment has nearly 
doubled since 1940. 


In Oklahoma City the wide open spaces 
are sprouting new factories and warehouses. 
New industrial sections totalling 592 acres 
are filling up with plants bearing names like 
Goodyear, Firestone, U. S. Rubber, Kraft Foods, 
Bendix, Safeway, Sears, Mengel, Chevrolet 
and many others. 


This means a harvest of 24,625 new jobs, 
75,000 new citizens, 31 new shopping centers, 
and over 25,000 new homes in the 
last five years. 


Growing cities mean growing sales. 
Your sales will grow, too, when you advertise 
in the newspapers growing with Oklahoma. 
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Published by 
The Oklahoma Publishing Company 
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Represented by 

Kotz Agency, Inc. 
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Don't Misrepresent, 
Retailers Are Told 
by American Viscose 


New York, May 17—American 
Viscose Corp. took a spread in 
Retailing Daily to tell dealers 
to stop “exaggerating the claims 
for the new Tufton rayon carpets.” 

Headlined, “Let’s Stop the Ma- 
larkey,” the ad reported that some 
retailers are “greatly misleading 
their customers” with exaggerated 
claims. 

“This is not only dishonest—it’s 
bad business,” said the ad. 

“A recent store survey conduct- 
ed by American Viscose showed 
that stores which exaggerated their 
claims for Tufton carpets reported 
complaints or returns far in excess 
of those stores which sold Tufton 
carpeting properly.” 

One page of the spread offered 
retailers tips on how to sell Tufton 
carpets: 

“Don’t oversell crush resistance. 
Naturally a thick, luxurious pile 
tends to show some crush marks 
in traffic areas and under heavy 
furniture. Do say that Tufton ray- 
on carpets will offer good crush 
recovery because of the dense pile 
assured by the Tufton plan. Tuf- 
ton carpets are more resistant than 
any other rayon carpets developed. 


® “Don’t oversell permanent soil- 
resistance. Like every other carpet, 
Tufton will not stay clean forever. 
Do say that Tufton will clean or 
wash beautifully. It can be cleaned 
by professionals on location or by 
any commercial rug cleaner .. . 
small rugs can be washed at home 
in the washing machine.” 

Warning that “overselling causes 
comebacks, dissatisfaction—an ir- 
reparable loss in consumer confi- 
dence,” the ad told retailers to 
“tell the story fairly and honestly.” 
_ American Viscose is a basic sup- 
plier of Tufton and has been run- 
ning a national ad campaign in 
support of carpets made of this 
rayon. The account, formerly at 
Hirshon-Garfield, moves to N. W. 
Ayer & Son next month. 


Albright in Bankruptcy: Move 
Assigned to Berger 


Albright Associates, New York 
agency, has been assigned for the 
benefit of creditors in New York 
county court under the Bankruptcy 
Act to Milton Berger, 217 Broad- 
way. Both Marvin L. Albright, 
president, and Frederick C. Bruns, 
exec. v.p. and chairman of the 
plans board, were unavailable for 
comment. Mr. Berger told AA that 
the full list of creditors had not yet 
been drawn up, but that the situa- 
tion “Does not look hopeful.” 

The agency carries a listing of 
37 accounts in the current issue of 
Standard Advertising Register. 
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Advertising Age, May 23, 1955 


Newspaper Ads 
Boost Marlex, New 
Phillips Plastic 


New York, May 17—“The great- 
est advance in plastics since 1939,” 
a product of the Phillips Chem- 
ical Co., known as Marlex, is the 
subject of a page ad which ran last 
week in about 30 newspapers from 
coast to coast. 

Placed through Lambert & Feas- 
ley, the copy predicts that “thou- 
sands of plastic articles will soon 
be made better” with the new pro- 
duct. Among them it lists unbreak- 
able nursing bottles, refrigerator 
trays, packaging film, rigid or 
flexible pipe, battery cases, coated 
paper and insulation for wire and 
cable. The ad points out the new 
polyethylene’s unusual _ tensile 
strength, resistance to heat and 
cold and potential for making 
stronger products with less mat- 
erial. 

Advantages of the new product 
to users of plastic products, to 
makers of plastic products and 
to manufacturing licensees are 
spelled out in the copy. Despite 
the potential uses, a spokesman for 
the agency told ADVERTISING AGE 
that no plans currently exist for 
further advertising, in either the 
general or business press. The 
advertiser is a wholly owned sub- 
sidiary of Phillips Petroleum Co., 
Bartlesville, Okla. 


Purex Announces Lineup | 
on All Its Brands 


Purex Corp., South Gate, Cal., 
which recently acquired the Old 
Dutch Cleanser division of Cudahy 
Packing Co., has announced the 
present executive staff of the 
Purex ad department will handle 
advertising, including that of Old 
Dutch. 

Jack Northrup, associate ad 
manager for Purex dry bleach, will | 
now have additional responsibility 
for Trend and Trend-Liquid. Les- 
lie Bruce Jr., associate manager 
for Purex liquid and News, will 
take over Old Dutch. Clyde How- 
ard will have responsibility for 
store advertising and production. | 
Foote, Cone & Belding handles 
Purex dry bleach, Trend and 
Trend-Liquid. McCann-Erickson 
has Purex liquid bleach; Weiss & 
Geller has Old Dutch in the U. S., 
and J. J. Gibbons Co., Toronto, 
handles Canadian advertising. 


Daimler-Benz Will Start 
American Operation Soon 


Daimler-Benz of Germany, 
manufacturer of Mercedes-Benz 
products, will start operations in 
the U. S. soon. The company, which 
manufactures sports cars, passen- 
ger cars, trucks, tractors and 
multipurpose marine and diesel 
engines, will assemble and manu- 
facture all: its products in this 
country with the exception of the 
sports car, which will continue to 
be manufactured exclusively in 
Germany. 

The company announced that a 
new company, Daimler-Benz of 
North America Inc., already has 
been set up. No site has been se- 
lected for the American plant. The 
company is best known for its 
sports cars. 


Continental Air Lines 
Plans to Increase Ad Budget 


Continental Air Lines Co., Den-| 
ver, will spend $500,000 on adver- 
tising for the current year, an in- 
crease of one-third over last year. 
Local newspapers will be used in 
22 new communities. 

According to Robert F. Six, Con- 
tinental president, the organiza- 
tion’s recent acquisition of Pioneer 
Air Lines, Dallas, has made the 
additional ad funds necessary. The 
airline now serves 50 cities in six 
western states. Galen E. Broyles 
Advertising Agency, Denver, is the 


agency. 
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Circulation Increase ~~ | 


for the Sunday Washington i ,. 
Post and Times Herald ™~ — 
since last September ; oo 


10 


the greatest 
Sunday circulation in 
Washington D.C. history 


380 


daily circulation 
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The new circulation figure of the Sunday Wash- 
ington Post and Times Herald is 410,185* for the 
six month period ending March 31. This is an all 
time high for newspaper circulation in Wash- 
ington. For the same period, the average daily 
net paid circulation is 380,624.* 

Because The Washington Post and Times 
Herald offers more to readers, it offers more 
readers to advertisers and produces greater results 
in sales at lower cost. 

That’s why General Advertisers place more 
linage in The Washington Post and Times Herald 
than in both the other Washington newspapers 
combined. + 


I 
Aeked atk. Pra Prat “ome 
The Washington Post ani times 


Washington's Favorite Home Newspaper 


Represented by: Sawyer, Ferguson, Walker Company—The Hal Winter Company, 
Miami Beach—Puck, The Comic Weekly—Joshua Powers Co., Lid., London 


*As filed with the Audit Bureau of Circulations, subject to audit. 
+Media Records 2nd half of 1954—1st 4 months 1955, 
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‘Family Weekly’ Boosts Rates 


Increased advertising rates for 
Family Weekly, the colorgravure 
Sunday mewspaper supplement, 


Only Morons Should Fail to Succeed 


will become effective with the in 1975 Business Boom, Says Hauser 


July 10 issue. The rate for a b&w 
page will increase from $4,900 to 
$7,000. A page in four colors will 
jump from $6,020 to $8,600. The 
new circulation figure is 2,225,000 
as compared with 1,400,000 on the 
old rate card. 


Population Growth Will 
Provide Opportunities, 
Marketing Men Are Told 


Cuicaco, May 17—Only an un- 
usually “moronic or imbecilic’”’ 
business man will fail to attain 
success under the conditions that 
tham-Laird Inc., Chicago, as ac-| will prevail in the next 25 years. 
count manager on the Parker Pen All manufacturers of consumer 
Co. account. He formerly was with| goods and services just have to 
Fuller & Smith & Ross. prosper, barring imbecility, ac- 


Urban Joins Tatham-Laird 
Robert Urban has joined Ta- 


ADVERTISERS © AGENCIES @ CLIENTS 
ae Every day—somewhere—a claim is made 
Ses for Libel, Slander, Invasion of Privacy, 
—s. Copyright Violation. 
: INSURE THIS HAZARD! 
Our adequate and amazingly inexpen- 
sive policy is a smart safeguard — experi- 
ience has proved it. 


WRITE FOR DETAILS 
— AND RATES 


~ EMPLOYERS 
REINSURANCE 


CORPORATION 


Insurance Exchange 
Kansas City, Mo 


cording to Philip Hauser, professor 
of sociology and director of the 
population research and training 
center, University of Chicago. 

Mr. Hauser told a meeting of the 
American Marketing Assn. and 
American Statistical Assn. here 
that the growth of population alone 
will require enough consumer 
goods and services to keep the de- 
mand end of our economy consist- 
ently high. 


= He said that the only serious 
threat to our economy is peace- 
time. If it should come, he said, 
there might be some setbacks. But, 
he added, no one is predicting an 
economic collapse, or even a slack- 


foreseeable future. 
Population research shows, ac- 
cording to Mr. Hauser, that the 


Advertising Age, May 23, 1955 


U. S. Population Trends 


(In Millions) 


(The figures in the “high” column are based on the contin- 
uance of the postwar birth rate; the “low” estimates represent a 


presumption of a decreasing 


birth rate.) 


1950 1955 1965 1975 
Census High Low High low High Low 
Total Population ....... 151.7 164.8 164.4 189.9 180.9 221.0 198.6 
Under Five ........... 16.3 17.9 17.5 18.9 13.5 24.5 17.2 
GEE dicckisssrete 24.4 30.5 37.5 33.9 41.8 30.3 
UT shonteccesenecnel 10.7 11.2 35.9 35.5 37.4 29.8 
SINE ashoccckansausia 11.6 10.8 13.5 17.3 
IG ccasiscdignentoos 43.1 47.5 56.6 63.8 
RE OD siceseniarcbbese 12.4 13.9 16.3 20.6 


American economy will have to 
provide 88,000,000 jobs by 1975. 
There will be a 50% increase in 
families by 1975, an increase of 
49% in the 20-24 age group and, 
assuming population continues to 
grow at the present rate, there will 


/be a 50% increase of children un- 
ening of purchasing power in the 


der five. 

The size of the 15-19 age group 
will increase by 250%, under pre- 
sent growth rates, and total popu- 


ILLUSTRATION 
LOCATED 


ILLUSTRATION 
LOCATED 
IN MIDDLE a aoe 
OF PAGE 


158 ADS 


‘125 


437 ADS 


123 


interviews of approximately 3,6 


TO DETERMINE how the position of an illus- 
tration in an advertisement affects relative reader 
attention, McGraw-Hill Research analyzed 
Starch ratings of 739 one-page advertisements 
with single photo illustrations appearing in three 
McGraw-Hill publications. 


METHOD: As indicated in the above chart, 
these advertisements were grouped into five 
classes, according to where the illustration was 
located on the page. Only advertisements using 
a single illustration were examined in order to 
confine the measurement as closely as possible to 
one factor; i.e. relative reader attention to a 
picture by its location on the page. Also, only 


NcGRAW-HILL 


PUBLISHING COMPANY, INCORPORATED 


App 330 WEST 42nd STREET, NEW YORK 36, N.Y. 


OVER A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL PUBLICATIONS 


41 ADS 
Index of Average “Saw Illustration” Score 


117 


Readership scores used in measuri these effects are those developed by Daniel Starch and Staff through personal 


readers of McGraw-Hill industrial publications. The question asked was, 


“Did you see the illustration in this advertisement?” 


VISIBILITY RATING OF ILLUSTRATIONS BASED ON THEIR 
LOCATION IN ADVERTISEMENTS 


Ce, Te ofration 


AFFECTS ITS VISIBILITY RATING 


ILLUSTRATION 
LOCATED 
AT BOTTOM 
OF PAGE 


58 ADS 


45 ADS 


117 


100° 


11-54 


advertisements with photographic illustrations 


were used. 


CONCLUSION: This study (summarized in 
Data Sheet #3175) indicates that illustrations 
with the center of attention in the middle of the 
page get the highest visibility ratings and those 
focused in the lower part of the page rate lowest. 


TO SERVE YOU: McGraw-Hill Research is 
one of the many services maintained by the 
McGraw-Hill organization for its advertisers. If 
you want facts on subjects related to advertising 
performance and effectiveness, ask your McGraw- 


Hill man. 


@ 


ee LS. 


lation, by 1975, will reach 221,000,- 
000. 


® The speaker said that there is 
a marked change in the distribu- 
tion of age groups. The population 
is aging rapidly due to increased 
mortality and decreased fertility. 
But, he said, this shift is not ter- 
ribly important for our economy. 

“Whether you manufacture per- 
ambulators or wheel chairs you 
will do all right,” he added. “And 
if you manufacture neither, the 
general population growth will 
provide plenty of opportunities.” 

The accompanying chart was 
prepared by Mr. Hauser to indi- 
cate population trends from 1950 
to 1975. The figures are based on 
1950 census projections. 


‘Minneapolis Star & Tribune’ 
Negotiates for KTVH-TV 

The Minneapolis Star and Trib- 
une Co. is negotiating for purchase 
of KTVH-TV, Hutchinson, Kan. 
A subsidiary company, wholly 
owned by the Minneapolis news- 
papers, will be the owner of the 
station if the transaction is com- 
pleted. The company now owns 
47% of WCCO, Minneapolis radio- 
tv operation. 

Purchase of the Kansas station 
will bring to six the number of 
radio and tv stations in which the 
Cowles interests control or own 
substantial shares. Through Cowles 
Broadcasting Co., a subsidiary of 
the Des Moines Register & Tribune 
Co., the Cowles control radio sta- 
tions in Des Moines and Yankton, 
S.D., and a tv station in Sioux 
City, Ia. Cowles Broadcasting also 
has a construction permit for a Des 
Moines tv station, which is sched- 
uled to begin operation in the fall. 


Chevrolet Enters Daytime 
Radio After Four-Week Test 
Chevrolet Motor division, Gen- 
eral Motors Corp., Detroit, has re- 
newed sponsorship of three weekly 
segments of “Breakfast Club” over 
ABC Radio. The motor car com- 
pany, “the first major auto manu- 
facturer to enter daytime radio,” 
according to ABC, ran a four-week 
test campaign urging housewives 
to visit Chevrolet dealers’ show- 
rooms to see the new auto line. 
Campbell-Ewald Co. is the agency. 


Larry Doyle Promoted to 
Ford Sales, Marketing Head 
J.C. (Larry) Doyle, who began 
with Ford Motor Co. in 1916 as an 
office boy, has been promoted to 
general sales and marketing man- 
ager of the company. He was sales 
and advertising manager since 
1952. 


Douglas Joins Morey, Humm 
Robert W. Douglas, formerly 
with Leo Burnett Co., has joined 
Morey, Humm & Johnstone, New 
York, as associate art director. 


Hope Names Oliver-Beckman 
Hope Electrical Products Co., 
Newark, has appointed Oliver- 
Beckman Inc., New York, as mar- 
keting and advertising counsel. 


Gotham Displays Moves 

Gotham Advertising Displays, 
New York, has moved to 88 Uni- 
versity Pl. 
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A major milestone toward more 
efficient marketing and advertising 


__\ THE AUDIENCES | 
OF NINE MAGAZINES | 


as shown in the new national study by Alfred Politz Research, Inc. 


AVERAGE-ISSUE AUDIENCES (10 years oF AGE AND OLDER) 


ALL MALE FEMALE 
Readers Readers Readers 
UREN. has. xecssccddoeds aceeeeaaee 11,600,000 6,000,000 5,600,000 
0 | RO ERE OCR ESE TEE ee Seo 27,750,000 14,150,000 13,600,000 
GO ics 5 » <vis605Rs sn 10a eaea a a0 ne 19,500,000 10,000,000 9,500,000 
WE Gocvccces oceans coos echudsnsucaueenaiaeaeeeeee 15,900,000 7,900,000 8,000,000 
BETTER HOMES & GARDENS.................000000- 14,700,000 4,200,000 10,500,000 
GU WII. <.... . « bosnconcccescocmncescces 11,250,000 2,400,000 8,850,000 
LADIES’ HOME JOURNAL ..................c00eee cues 11,600,000 1,900,000 9,700,000 
A Ee a eer eT ae as 11,400,000 1,900,000 9,500,000 
WOMAN’S HOME COMPANION ...............000000- 8,900,000 1,300,000 7,600,000 
AVERAGE-ISSUE AUDIENCES BY SPECIFIC MARKETING FACTORS Fe 
Readers in x 
Readers Readers in Readers HIGHEST 40% md 
who are METROPOLITAN living in Socio-Economic ry 
HOUSEWIVES AREAS OWNED HOMES Group 
I iii esi OK eee 2,950,000 5,600,000 7,100,000 6,300,000 
: 1 Re? SO Ey RT eH 6,450,000 17,450,000 17,550,000 14,700,000 
= ESR oe SER GC Tate ee 5,000,000 11,700,000 12,000,000 9,300,000 
DUE: Ain dacaccecdvackss sees es teemmunenl 4,200,000 8,850,000 10,350,000 9,050,000 
: BETTER HOMES & GARDENS................ 5,800,000 8,900,000 9,850,000 8,200,000 , 
“@ GOOD HOUSEKEEPING. ................00000- 4,900,000 6,200,000 7,100,000 5,750,000 A 
a LADIES’ HOME JOURNAL.................... 5,500,000 6,700,000 7,600,000 6,900,000 | 
he MRA, PE. fh cinlsess...sceamebabenen 4,850,000 5,800,000 8,000,000 6,500,000 
5 WOMAN’S HOME COMPANION............... 4,250,000 4,500,000 5,959,000 4,950,000 
‘ 
e, 


Reproduced above are just a few of the audience 
and marketing facts available to advertisers and 
agencies from the new study conducted by Alfred 
Politz Research, Inc., under the sponsorship of 
LOOK Magazine. 


The study enables advertisers to evaluate maga- 
zines not only on the basis of their total audiences, 
but also on their ability to deliver the kinds of audi- 
ences that constitute the most profitable markets for 
consumer products or services. 


Included in this study are the latest audience 


figures by households with children under ten; by 
number of family members; by ownership of auto- 
mobiles, television sets, pets, household appliances 

. and by numerous other significant marketing 
factors. All this data can be cross-referenced by eco- 
nomic status, education, occupation, geographic re- 
gion, city size, etc. 

And when you apply current magazine advertis- 
ing rates to any set of data in the study, you have a 
valid and invaluable yardstick for measuring the 
efficiency of these magazines, bought singly or in 
combinations, 


= 

- 

fl 
Copyright 1955, Cowles Magazines, Inc. “4 
‘ 4 Y ie 2 oe - 4 
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LOOK believes that the vast amount of up-to-date 
audience and marketing data in the study can be of 
great practical help to advertisers and their agen- 
cies. The study will soon be available in book form. 
To get a copy for your use, ask your LOOK repre- 
sentative, or write to LOOK, 488 Madison Avenue, 
New York 22, N. Y. 
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Cuicaco, May 17—Winners of 
the annual Better Copy Contest, 
sponsored by the Public Utilities 
Advertising Assn., were announced 
last week at the group’s annual 
convention. 

A total of 184 awards were made 
to winners in 23 different classifi- 
cations. Two thousand sixty-one 
entries were received in this oldest 
continuously conducted contest in 
the advertising field. Utility com- 
panies with 400,000 or more cus- 
tomers entered Group A, com- 
panies with more than 150,000 and 
less than 400,000 customers were 


Marie does it 
FASTER... 


complete mailings, multi- 
graphing, mimeograph- 
ing, addressing, fill-in on 
multigraphed letters, 
planographing. 

Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 

uick service and fast delivery 

ALL WAbash 2-8655. 


a Leller Mop 1 


431 S. Dearborn Street, Chicago 5, Ul. J 
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184 Winners Are Listed in Public Utilities 
Advertising Assn. Better Copy Competition 


in Group B, and small companies | 
with less than 150,000 customers 
entered Group C. 


The winners: 


CLASSIFICATION 1--Complete pro- 
grams. Greup A—Commonwealth Edison 
Co., Chicago; The Brooklyn Union Gas 
Co., Brooklyn, N. Y.; Consolidated Edison 
Co. of N. Y. Group B—New Orleans Pub- 
lic Service Inc., New Orleans; Wisconsin 
Public Service Corp., Green Bay, Wis.; 
Washington Gas Light Co., Washington. 
Group C—Portland Gas & Coke Co., 
Portland, Ore.; Chattanooga Gas Co., 
Chattanooga; Quincy Electric Co., Quincy, 
Mass. 


CLASSIFICATION 2—One series of 
three to five newspaper advertisements 
on a public relations subject. Group A— 
Northern States Power Co., Minneapolis; 
Duquesne Light Co., Pittsburgh; Public 
Service Electric & Gas Co., Newark. 
Group B—Mississippi Power & Light Co., 
Jackson, Miss.; Wisconsin Public Service 
Corp., Green Bay, Wis.; The Narragansett 
Electric Co., Providence, R. I. Group C 
—Jamaica Water Supply Co., Jamaica, N. 
Y.; The Hawaiian Electric Co. Ltd., 
Honolulu, Hawaii; Texas Eastern Trans- 
mission Corp., Shreveport, La. 


CLASSIFICATION 3—Single newspaper 
advertisement on any subject. Group A 
—Northern States Power Co., Minneapolis; 
Niagara Mohawk Power Corp., Buffalo; 
Lone Star Gas Co., Dallas. Group B— 
Wisconsin Public Service Corp., Green 
Bay, Wis.; Central Power & Light Co., 
Corpus Christi, Tex.; Arkansas Power & 
Light Co., Little Rock, Ark. Group C— 
The Potomac Edison Co., Hagerstown, 


Md.; Texas Eastern Transmission Corp., | 
Shreveport. La.; The Hartford Electric | 
Light Co., Hartford. 


CLASSIFICATION 4—Employe maga- 
zines. Group A—New York State Electric | 
| and Gas Corp., Binghamton, N. Y.; North- 
‘ern Indiana Public Service Co., Hammond, 
Ind.; The Peoples Gas Light & Coke Co., | 
Chicago. Group B—The United Tluminat- | 
ing Co., New Haven, Conn.; Utah Power 
and Light Co., Salt Lake City; Metropoli- 
tan Edison Co., Reading, Pa. Group C— 
The Hartford Electric Light Co., Hartford; 
Union Gas Co. of Canada Ltd., Chatham, 
Ontario, Canada; Citizens Gas and Coke 
Utility, Indianapolis. 


CLASSIFICATION 5—Employe news- 
papers. Group A—Lone Star Gas Co,, 
Dallas; Union Electric Co. of Missouri, 
St. Louis; The Ohio Power Co., Canton, O. 
Group B—Arizona Public Service Co., 
Phoenix; Indianapolis Power and Light 
Co., Indianapolis; Central Power and 
Light Co., Corpus Christi, Tex. Group C 
Portland Gas and Coke Co., Portland, 


Ore.; The Potomac Edison Co., Hagers- 
town, Md.; Interstate Power Co., Dubu- 
que, Ia. 


CLASSIFICATION 6—Any series of di- 
rect mail pieces. Group A—The Cleveland 
Electric Illuminating Co., Cleveland; 
Georgia Power Co., Atlanta; The Cincin- 
nati Gas and Electric Co., Cincinnati. 
Group B—Minneapolis Gas Co., Minneapo- 
lis; West Penn Power Co., Pittsburgh; 
New Orleans Public Service Inc., New 
Orleans. Group C—Nantahala Power and 
Light Co., Franklin, N. C., Calgary Power 
Ltd., Calgary, Canada; Jamaica Water 
Supply Co., Jamaica, N. Y. 


CLASSIFICATION 7—Any single book- 
let, pamphlet, or other single piece dis- 
tributed to customers. Group A—The East 
Ohio Gas Co., Cleveland; Consolidated 
Edison Co. of N. Y. Inc., New York; Ohio 
Edison Co., Akron. Group B—British Co- 


JOHN 5S. KNIGHT, Publisher 
STORY, BROOKS & FINLEY, Notional Reps. 
Affiliated Stations — WOAM, WOAM-FM 
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MIAMI HERALD CLASSIFIED 
BREAKS ALL-TIME RECORD 


—and that’s only part of the picture! 


36 pages of classified ads — over 7,000 
column inches! That's the all-time record 
set March 6th by The Miami Herald Clas- 
sified section — accurately reflecting the 


year ‘round on Florida's Gold Coast. 


This summer a record tourist influx plus 
a million thriving residents will make this 
a bonus market you can't afford to miss 
—especially when The Miami Herald alone 


delivers the entire Gold Coast at one low 
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Advertising Age, May 23, 


Current Deals and Offers 


Listed below are a variety of offers by advertisers taken from the 

Thursday, May 5, issues of newspapers in ten cities. The ten are 
widely scattered geographically and are used often by advertisers as 
test markets. For that reason, ADVERTISING AGE feels that the offers 
listed here give a fairly representative sample of deals that are 
being offered by advertisers. 
The newspapers used here are the Indianapolis News, Memphis 
Press-Scimitar, Denver Post, Los Angeles Herald & Express, San Fran- 
cisco Call-Bulletin, Minneapolis Star, Oregon Journal, Cincinnati 
Times-Star, Columbus Dispatch and Philadelphia Bulletin. Since many 
of these offers are made nationally, where an offer is mentioned in 
one market, all the other markets in which it appears are listed then 
and are not repeated later for those particular markets. 


1955 yu 


Product or Store Ad Size Offers 


Minneapolis Star 


Ocean Spray cranberry- 4x145 10¢ off on new cranberry-orange relish with 
orange relish purchase of Birds Eye chicken. 
Borden’s instant coffee 2x200 20¢ off on 5-oz. jar. Also in Indianapolis, 
Los Angeles, San Francisco and Denver. 
Dash dog food 4x160 Buy 5-lb. box, get 2-lb. box free. 


Philadelphia Bulletin 


Horn & Hardart Retail Shops 3x145 Free Mother’s Day greeting card with pur- 
chase of Mother’s Day gift cake. 

Maxwell House instant coffee 5x195 15¢ off on large jar. Also in San Francisco, 
Denver. 

Thrivo dog food 3x120 Mail in six labels from cans, get certificate 
entitling you to six cans free. 

Blue Bonnet margarine Page Use coupon in ad to get one pound for li¢ 
with purchase of pound at regular price. 
Also in Cincinnati. 

Yolanda cooking and salad oil 2x200 Get two-piece mix and serve set of salad 


utensils worth $1 for only 35¢ and Yolanda 
bottle label. 


Indianapolis News 


Wills Store Page Register for free prizes including Westinghouse 
refrigerator and range, at anniversary sale. 

Rose Tire Co. 4x120 Free set of dishes with purchase of Dormeyer 
Mix Maid or Meal-Maker. 

Sanka instant coffee 4x150 15¢ off on large jar. Also in Columbus. 


Portland Oregon Journal 

2x110 Free Dennis the Menace coloring book with 
purchase of Dr. West’s toothbrush. 

Coupon in ad worth 10¢ on pound package 
at Safeway store. 

$10 worth of extras free with purchase 
of $50 or more at Founder’s Day sale. 


Fred Meyer Store 


Sunnybank margarine 4x140 


Moskin's Credit Clothing Store 3x135 


Memphis Press-Scimitar 
Page Win luxury cabin cruiser, other prizes, in ’ 
contest. } 


Armix shortening 


Columbus Dispatch 
Cincinnati Times-Star 
Denver Post 
Los Angeles Herald & Express 
San Francisco Call-Bulletin 
Deals and offers for these newspapers are absorbed in the above. 


lumbia Electric Co. Ltd., Vancouver, B. C., 
Canada; Central Hudson Gas & Electric 
Corp., Poughkeepsie, N. Y.; Wisconsin | Service Co., Amarillo, Tex.; Arizona Pub- 
Power and Light Co., Madison, Wis. /lic Service Co., Phoenix. Group C—The 
Group C—Texas Eastern Transmission| Washington Water Power Co., Spokane; 
Corp., Shreveport, La.; South Jersey Gas | Georgia Power & Light Co., Caldosta, 
Co., Atlantic City, N. J.; Union Gas Co.|Ga.; New Jersey Natural Gas Co., Asbury 
of Canada Ltd., Chatham, Ontario, Can- | Park, N. J. 

ada. 


Group B—New Orleans Public Service 
Inc., New Orleans; Southwestern Public 


CLASSIFICATION 9--Special employe 

CLASSIFICATION 8—Printed material/|literature other than house organs. 
used in dealer promotion on any subject. | Group A—Southern California Edison Co., 
Group A—Duquesne Light Co., Pitts-| Los Angeles; Georgia Power Co., Atlanta; 
burgh; Commonwealth Edison Co., Chi-| Union Electric Co. of Missouri, St. Louis. 
cago; The East Ohio Gas Co., Cleveland. | Group B—Wisconsin Power and Light Co., 


Your noureat shopping center 
hor [fine photoongrowing 


ORC IR rn 


MELVILLE, INC. 


4043 RAVENSWOOD AVE., CHICAGO 13 - EASTGATE 7-9220 
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Advertising Age, May 23, 1955 


Madison, Wis.; Pacific Power & Light 
Co., Portland, Ore.; The Connecticut Light | 
& Power Co., Hartford. Group C—Union | 
Gas Co. of Canada Ltd., Chatham, On- 
tario, Canada; Interstate Power Co., Du- 
buque, Ia.; Southern Indiana Gas & Elec- 
tric Co., Evansville, Ind. 


CLASSIFICATION 10—Window display. 
Group A—The Detroit Edison Co., De- 
troit; Commonwealth Edison Co., Chicago; 
The Cincinnati Gas & Electric Co., Cin- 
cinnati. Group B—Houston Natural Gas 
Corp., Houston; Rochester Gas & Electric 
Corp., Rochester, N. Y.; Indianapolis 
Power & Light Co., Indianapolis. Group 
C—Minnesota Power & Light Co., Duluth, 
Minn.; West Texas Utilities Co., Abilene, 
Tex.; Pennsylvania Power Co., New Cas- 
tle, Pa. 


CLASSIFICATION 11—Interior displays. 
Group A—The Cincinnati Gas & Electric 
Co., Cincinnati; Ohio Edison Co., Akron; 
Philadelphia Gas Works Co., Philadelphia. 
Group B—Minneapolis Gas Co., Minne- 
apolis; Pacific Power & Light Co., Port- 
land, Ore.; Oklahoma Natural Gas Co., 
Tulsa. Group C—Chattanooga Gas Co. 
Chattanooga, Tenn.; Delaware Power & 
Light Co., Wilmington, Del.; The Wash- 
ington Water Power Co., Spokane, Wash, 


CLASSIFICATION 12—Car and bus 
cards and truck posters. Group A—Pacific 
Gas and Electric Co., San Francisco; 
Union Electric Co. of Missouri, St. Louis; 
Philadelphia Electric Co., Philadelphia; 
Group B—British Columbia Electric Co. 
Ltd., Vancouver, B. C., Canada; New Or- 
leans Public Service Inc., New Orleans; 
Laclede Gas Co., St. Louis. Greup C— 
Portland Gas & Coke Co., Portland, Ore.; 
Honolulu Gas Co. Ltd., Honolulu, Hawaii; 
The Hartford Electric Light Co., Hartford. 


CLASSIFICATION 13—Outdoor adver- 
tising. Group A—Pacific Gas and Electric 
Co., San Francisco; Ohio Edison Co., 
Akron; Southern California Gas Co., Los 
Angeles. Group B—The Peoples Natural 
Gas Co., Pittsburgh; Kansas City Power 
and Light Co., Kansas City, Mo.; Laclede 
Gas Co., St. Louis. Group C—Interstate 
Power Co., Dubuque, Ia; The Hartford 
Electric Light Co., Hartford; Union Gas 
Co. of Canada Ltd., Chatham, Ontario, 
Canada. 


CLASSIFICATION 14—Annual report to 
stockholders. Group A—Consolidated Edi- 
son Co. of N. Y. Inc., New York; Philadel- 
phia Electric Co., Philadelphia; Northern 
Indiana Public Service Co., Hammond, 
Ind. Group B—Southwestern Public Serv- 
ice Co., Amarillo, Tex; Portland General 
Electric Co., Portland, Ore.; lowa Power 
and Light Co., Des Moines. Group C— 
Iowa Southern Utilities Co., Centerville, 
Ia.; West Texas Utilities Co., Abilene, 
Tex.; Rockland Light and Power Co., 
Nyack, N. Y. 


CLASSIFICATION 15—Radio advertis- 
ing (for all). Division (a) Kentucky Util- 
ities Co., Lexington, Ky.; Laclede Gas Co., 
St. Louis; Mississippi Power and Light 


Co., Jackson, Miss. Division (b)—Otter 
Tail Power Co., Fergus Falls, Minn.; 
Florida Power and Light Co., Miami, Fla.; 
The Ohio Fuel Gas Co., Columbus, O. 


CLASSIFICATION 16—Motion pictures 
(for all). The Cleveland Electric Illumina- 
ting Co., Cleveland; Philadelphia Electric 
Co., Philadelphia; Pacific Gas and Electric 
Co., San Francisco. 


CLASSIFICATION 17—Television (for) 
all). Division (a)—Consolidated Edison Co. 
of N. Y. Inc., New York; Chattanooga Gas | 
Co., Chattanooga, Tenn.; The Cincinnati. 
Gas & Electric Co., Cincinnati, Division 
(b)—Atlanta Gas Light Co., Atlanta; The 
Ohio Fuel Gas Co., Columbus, O.; Phila- | 
delphia Electric Co., Philadelphia. 


CLASSIFICATION 18—Special for elec- | 
tric companies—single newspaper adver- 
tisement promoting the use of electricity. | 
Group A—The Cincinnati Gas & Electric 
Co., Cincinnati; Union Electric Co. of 
Missouri, St. Louis; Commonwealth Edi- 
son Co., Chicago. Group B—Southwestern 
Public Service Co., Amarillo, Tex.; Ar- 
kansas Power & Light Co., Little Rock, 
Ark.; Columbus and Southern Ohio Elec- 
tric Co., Columbus, O. Group C—The 
Hawaiian Electric Co. Ltd., Honolulu, 
Hawaii; Superior Water, Light & Power 
Co., Superior, Wis.; The Potomac Edison 
Co., Hagerstown, Md. 


CLASSIFICATION 19—Special for elec- 
tric companies—single newspaper adver- 
tisement selling electric merchandise. 
Group A—Duquesne Light Co., Pitts- 
burgh; New York State Electric & Gas 
Corp., Binghamton, N. Y.; The Detroit 
Edison Co., Detroit. Group B—Wisconsin 
Public Service Corp., Green Bay, Wis.; | 
Puget Sound Power & Light Co., Seattle, | 
Wash.; The Dayton Power & Light Co., 
Dayton, O. Group C—The Hawaiian Elec- 
tric Co. Ltd., Honolulu, Hawaii; The 
Lowell Electric Light Corp., Lowell, 
Mass.; The Washington Water Power Co., 
Spokane, Wash. 


| 


CLASSIFICATION 20—Special for gas 
companies—single newspaper advertise- 
ment promoting the use of gas. Group A 
—Northern States Power Co., Minneap- 
olis; Northern Illinois Gas Co., Bellwood, | 

Ill.; United Gas Pipe Line Co., Shreveport, | 

La. Group B—Washington Gas Light Co., 

Washington; The Dayton Power & Light | 
Co., Dayton, O.; Central Hudson Gas & 
Electric Corp., Poughkeepsie, N. Y. Group 


C—Union Gas Co. of Canada Ltd., Chat- 
ham, Ontario, Canada; Chattanooga Gas | 
| Co., Chattanooga, Term.; Nashville Gas | 
Co., Nashville, Tenn. : 


CLASSIFICATION 21—Gas companies 
only—single newspaper advertisement sell- 
ing gas merchandise. Group A—Lone Star 
Gas Co., Dallas; The Ohio Fuel Gas Co., 
Columbus, O.; Philadelphia Gas Works | 
Co., Philadelphia. Greup B—Houston Nat- | 
ural Gas Corp., Houston; The Dayton 
Power and Light Co., Dayton, O.; Arizona 
Public Service Co., Phoenix. Group C— 
Honolulu Gas Co. Ltd., Honolulu, Hawaii; 
South Jersey Gas Co., Atlantic City, N. J.; 
Union Gas Co. of Canada Ltd., Chatham, 
Ontario, Canada. 


CLASSIFICATION 22—Transportation 
companies only—single newspaper adver- 
tisement on any subject. Wisconsin Public 
Service Corp., Green Bay, Wis.; New Or- 
leans Public Service Inc., New Orleans; 
Honolulu Rapid Transit Co. Ltd., Hono- 
lulu, Hawaii. 


CLASSIFICATION 23—Single newspa- 
per advertisement on light’s diamond 
jubilee. Commonwealth Edison Co., Chi- 
cago; Kansas City Power & Light Co., 
Kansas City, Mo.; Utah Power & Light 
Co., Salt Lake City. 


Lundy Appoints Gaynor 
Lundy Mfg. Corp., Long Island 
City, has named Gaynor & Co., 


New York, to handle advertising. 


Hunter Bascom 


McKenzie 


WHERE IS !T?—Looking for the meeting room at the recent Palm 
Springs conference of the Southern California Advertising Agencies 
Assn. are Maxwell Hunter, Popular Mechanics; 
Guild, Bascom & Bonfigli, San Francisco; Don McKenzie, Strom- 
berger, LaVene, McKenzie, Los Angeles, and Ray Gage, C. B. 


Juneau Inc., Los Angeles. 


Dave Bascom, 


59 


Californians Raise Budget 
Californians Inc. has increased 
its advertising budget by $16,500 


‘over 1954 and will spend $110,000 
this year to advertise San Francis- 


co and Northern and Central Cali- 
fornia. Reelected president of the 
group was E. J. McClanahan, a 
v.p. and director of Standard Oil 
Co. of California. Sydney G. 
Walton, v.p. of Kenyon & Eck- 
hardt, was reelected to member- 
ship on the board. 


PURGED OF 
DEADHEADS... 


How are you going to find the 20,000 real 
buyers among 78,000 contractors and whole- 
salers of the plumbing-heating-aircondition- 
ing industry? Answer: you don’t have to. We 
do it for you. And how they respond to ad- 
vertising! 


™ (Contractor 


PLUMBING * HEATING 
AIR CONDITIONING ¢ APPLIANCE 
Grand Central Terminal Bidg., N.Y. 17,N.Y. 


New England District Managers of food products agree: 
Worcester’ s Retail Grocery Sales Potential Far 
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ce Theron L. Beattie 
New England Regional Sales 
Manager, for Sunshine Biscuits, Inc. 


kg med ee Sige sist a 


E. E. Wilson 
District Sales Manager, 


Arthur D, Tilton 
New England Sales Manager, for 
the Quaker Oats Co. 


Products Co. 


Harry L. Shedd, Jr. 
New England District Sales 
Manager, for the Borden Food 


George A. Rader 
New England District Manager, 
General Foods Sales Division, 


General Foods Corporation 


Wholesale head- 
quarters of three 
major chains oper- 
ating 75 super 
markets here, are 
OUTSIDE of the 
Worcester Market. 
Retail sales remain 
the one true meas- 
ure of Worcester’s 
grocery volume. 


New England, for the 
sar Sa Company 


Worcester Telegram-Gazette Circulation: 
Daily 156,818; Sunday 104,429. 


WORCESTER, MASSACHUSETTS 
George F. Booth, Publisher 


MOLONEY, REGAN & SCHMITT, Inc. 


National Representatives 


2AGSO SIATION W 


*Source: 


Buying Power; 


_ Exceeds Worcester’s Wholesale Figures # 


Arthur F. Rush a 
New England Sales Manager, for E 
the Kellogg Sales Company *. 
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John W. Lightbody 
District Manager, New England, 
for Standard Brands, Inc. 
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Bill 


—__— 


Bi Burner, christened Ashley W., is Director of 
Public Relations at Anderson & Cairns. His able 
staff handles publicity and public relations for 
about a dozen of the agency’s 44 clients. Bill’s the 
youngest department head at Anderson & Cairns, 
but his file is already filled with case histories that 
prove this point. 


.. coordinated publicity can 
make the best advertising campaign work harder. 
(For example, when Client Dow Corning Corpo- 
ration introduced silicones to the textile field, 
releases prepared by Anderson & Cairns produced 
stories and pictures that appeared in more than 
150 publications, both trade and consumer, within 
a period of three months.) If you'd like to know 
more about us at Anderson & Cairns, and how we 
can get your name, as well as place your adver- 
tising, in the media that count, pick up the phone 
and get Bill Burner. The number is MU 8-5800. 


ANDERSON & CAIRNS, 
ADVERTISING 
130 East 59th Street +» New York 22,N.Y. 


INC. 


& Gamble, CBS, 146 Cities) .. 33.1 
Buick-Berle Show (NBC, 139 
EES I 31.7 
Disneyland (American Dairy, Amer- 
ican Motors, Derby Foods, ABC, 


4 
5 
6 | Love Lucy (Philip Morris, Procter 
7 
8 


BA NED .ccocnteupbicastianiinuaiias 31.2 
9 Ford Theater (NBC, 172 
Cities) 31.0 
10 Our Miss Brooks (General Foods, 
CO Oe ROOD . saecscenscsemenineres 30.8 
TOTAL HOMES REACHED 
Rank Program Homes 
(000) 


1 Dragnet (Chesterfield, NBC 
SE IIE Vos shavnviidnliethbddaentababens 13,249 
2 Toast of the Town (Lincoln- 


Mercury, CBS, 138 Cities) .. 12,234 


3. Groucho Marx (DeSoto-Plym- 

outh, NBC, 159 Cities) ........ 12,193 
4 Jackie Gleason (Schick, Sheaffer, 

Nescafe, 105 Cities) ............ 11,877 
5 George Gobel (Armour, Pet 

Milk, NBC, 131 Cities) ........ 11,407 
6 | Love Lucy (Philip Morris, 


Procter & Gamble, CBS, 

SID sicéchcocsiiighensestuessbenios 11,219 
7 Disneyland (American Dairy, 

Derby Foods, American Mo- 


tors, ABC, 163 Cities) ........ 10,930 
8 Ford Theater (NBC, 172 

ccc neccesensnscniataoneeiel 10,739 
9 Buick-Berle Show (NBC, 139 

IT cs cisscosccteniinessiotesideie 10,192 


10 TV Playhouse (Goodyear, Philco, 


NBC, 117 Cities) ............. 9.706 


Spot Tv Leaders* 


First Quarter, 1955 


N. C. Rorabaugh Co. 


Number Number 
of of 
schedules stations 
Procter & Gamble Co. .... 34 749 
Brown & Williamson 
Teee® Ges sess... 5 448 
Sterling Drug ...........-..+ 14 264 
Standard Brands ............ ~ 228 
Block Drug Co. ............. 17 209 
Colgate-Palmolive Co... 16 215 
Ratner Promotions ............ 16 208 
Carter Products .............. 16 198 
General Foods Corp. ...... 19 193 
National Biscuit Co. ...... 9 183 
Bulova Watch Co. .......... 1 177 
Miles Laboratories ........ 5 173 
Carnation Co. ........ ” 136 
Grove Laboratories .. 5 137 
Anahist Co. cccccccrcne. 4 133 
Vick Chemical Co. _— € 133 
R. J. Reynolds Tobacco 
ba sdaealerditetesanccerccces..... 5 124 
Chesebrough Mfg. Co... 3 120 
Ford Motor Co. ............ 5 120 
P. Lorillard Co. .......... 3 120 
General Mills ................ 18 114 
Peter Paul Inc. ................ 3 105 
Kellogg CO. occ 5 104 
8 8 98 
General Motors Corp. .. 10 96 


*This rank is a strictly numerical one 
based on the total number of stations 
used on any type of spot schedule. It is 


not a ranking in terms of dollars spent. 


—. ——. ” National Nielsen Ratings of Top TV Shows | National Nielsen Ranking of Radio Shows 
Paper-Mate Pen Co. has de- . . s 
centralized its sales setup, appoint- Two Weeks Ending April 9, 1955 Two Weeks Ending Ap ril 9, 1955 
ing four regional sales managers All figures copyright by A. C. Nielsen Co. 
with authority to make sales and All figures copyright by A. C. Nielsen Co. sins ’ hii nine 
ad decisions at the local level. TOTAL HOMES REACHED PROGRAM POPULARITY* root 
They are Abe Imhoff, general Rank Program Homes | Rank Program Homes EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (1,146) 
sales manager, New York; William (000) (%)| y Amos ‘n’ Andy (Studebaker-Packard, CBS) .....ccsscvssssssssssssssssssseeee 3,394 
Murphy, northeastern sales man-| |! Academy Awards (Oldsmobile, 1 Academy Awards (Oldsmobile, 2 People Are Funny (Mars, NBC) ........ccsorssssssssssnsesesesesesesesenseeseanneneese 2,981 
ager, Boston; Robert Hartman,| , ao A ee a RRS 18,785 . Cree tas eer 57.5) 3 Lux Radio Theater (Lever Bros., NBC) ........:cvcsssssuesssuesssssessveeessssvensees 2,935 
southeastern sales manager, Atlan- a — 00 4 Jack Benny Show (Lucky Strike, CBS) ...........:csssesssssssssnnesssneesssnerssnes 2,889 
(General Foods, NBC) ........ 18,230 (General Foods, NBC) .......... 57.2 ieee NR, TN hc earcseehcnsosthanernscmnrnivecetin 2,568 
ta, and Fred Kalty, midwestern) 3 | Love Lucy (Philip 3 1 Love Lucy (Procter & ; ang Ayo» onde Saag a SONNET ais csetasnones 2339 
sales manager, Chicago. Mr. Im- Morris, CBS) ...........-sveesseeees 17,108 Gamble, CBS) ..........-csssssees 54.2 7 Academy Awards (Oldsmobile, NBC) .........0c.ccccccscssesseseserseeseeeseeerseeeens 2,293 
hoff is a director of the company;| 4 | Love Lucy (Procter & 4 | Love Lucy (Philip 8 You Bet Your Life (DeSoto-Plymouth, CBS) ........cccsccccccscsssssceseesssese 2,201 
Mr. Hartman was Michigan divi- Gamble, CBS) «vse 17,040 Morris, CBS) .....ssvvoseessssssssensee 52.9| 9 Roy Rogers Show (Dodge division, NBC) ..c.......s.csssssssssssssssscssssesssssee 2,201 
sion manager and Mr. Kalty was) 5 Max Liebman Presents 5 Max Liebman Presents 10 My Little Margie (Philip Morris, CBS) ..ccccccsccsccccssssssssssssssssseeessesesnsees 2,064 
southwestern manager. (Hazel Bishop, Reynolds (Hazel Bishop, Reynolds 
Metals, Sunbeam, NBC) .... 15,570 Metals, Sunbeam, NBC) ........ 48.9 | EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (825) 
ds R r 6 Toast of the Town (Lincoln- 6 Toast of the Town (Lincoln- 1 One Man's Family (Tomi, NBC) ...........cccccescesseseseeseesesseseresseeseensnereeeenee 1,880 
Vernon Heads Ruppert's Mercury, CBS) -svsssocesesssse 15,315 Mercury, CBS) cosvsesessssnseseesee 48.1| 2 News of the World (Miles Labs., NBC) .....cccssocsssssssscsssuusssssesnsssnseeee 1,697 
Murray Vernon, a member of the| 7 Jackie Gleason (Nestle, Schick, on 7 — = (Nestle, Schick, a. 3 Lowell Thomas (United Motors Service, CBS) ...........ccccssesssssseseseeeesees 1,467 
board since 1940, has been elected Sheaffer, CBS) 20... NE IID cccescnsesevceseseosesee . 
chairman of the board of directors| 8 Disneyland (American Dairy, 8 Disneyland (American Dairy, WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,467) 
of the Jacob Ruppert Brewery American Motors, Derby American Motors, Derby 1 Helen Trent (American Home Products, NN hides estelbiabeenscecicsntlssiSees 2,431 
York ’ Fe, TD dactabadscrcrctoscensere 14,965 PIII IIIIEEE  nseacsccynenteccccccssonse 47.0| 2 Our Gal, Sunday (Participating, CBS) ..................ccccccsceseessseeeeseneeeeees 2,247 
New York. 9 Jack Benny (Lucky Strike, 9 Jack Benny (Lucky Strike, 3 Molen Trent (Participating, CBS)  ...ccccicccccccsccscsseesscssesssccssrscocepseseseceese 2,110 
CBS) 14,251 CBS 44.9| 4 Our Gal, Sunday (American Home Products, CBS) ..............::ccccccceeeeeees 2,110 
Schleiger Joins Belden 10 You Bet Your Life (DeSoto- 10 You Bet Your Life (DeSoto- 5 Guiding Light (Procter & Gamble, CBS) ...........ccccccssessssessseesssnesseesens 2,018 
Cloyd Schleiger has joined Bel- Plymouth, NBC) ...........-:s0000 14,186 Plymouth, NBC) ..........0c00ssseseees 44.0| 6 Ma Perkins (Procter & Gamble, CBS) ..........cc:cccessesssessnssrseeesersreenenees 2,018 
ae & Hickor favre Aginicy * Percentage of homes reached in area where program was telecast. : oe . sain eben an TEE *stllencentinshibarsscuaithingreesctectiqeoceesss aan 
’ ee EE y 
leveland. He formerly worked . TV s P EE PS 
= “Ohio Advertising Ageiicy. Videodex Network Ratings 10 ee Paccegy he 6-4 bhp oo RP 1972 
Week of April 1-7, 1955 DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (550) 
1 Adventures of Rin Tin Tin (National Biscuit Co., MBS) .............:0000 1,467 
New ENGLAND HOME Copyright by Videodex Inc. 2 Sunday Gatherin’ (General Foods, CBS) .......:ccecss:ssssssssesseessseesseeneeens 1,376 
QUIPMENT EALER PROGRAM POPULARITY 3 Toast of the Town (Lincoln- 3 RS SIRENS WRDIRENE HITED aspacenectetsvacenrissccesiescocceccsccovesoasoesasories 963 
Costin Rank Program Mercury, CBS, 138 Cities) .... 36.4 DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (688) 
NEW ENGLAND, nm <<. & N. J. Groucho Marx (DeSoto-Plymouth 1 nD Sas SCUIEIT catinissienansnccentcevereoceinbliesécocesseeneplincseacestarcesese 1,697 
wy ional Trade Paper for 1 Dragnet (Chesterfield, NBC, dealers, NBC, 159 Cities) ...... 36.1) 9 Se IC acdc opasinetipcannbausoenibaancubeanesden 1,192 
PLUMB. & HEATING—LP-GAS & APPL. 129 Cities) ... George Gobel (Armour, Pet Milk, 3 Galen Drake (Animal Foundation, Calgon Inc., CBS) ..........ccccc0 1,101 
AIR CONDITIONING & REFRIGERATION : . 
Needham 92, Mass. « Est. 1947 2 Jackie eng Fy mea Sheoffer, NBC, 131 Cities) .....-ssessssssees 34.3 | Percentage of homes reached (‘Nielsen-Rating”) may be determined by comparing 
Nescafe, BOG): sshittgocicisvees 


the total number of homes reached with 45,859,000, the 1955 Nielsen estimate of total 


U. S. radio homes. 


Joan Gardner Wins Award 

The Women’s Advertising Club 
of St. Louis has chosen Joan Gard- 
ner to receive the club’s first an- 
nual “St. Louis Advertising Wom- 
an of the Year” award. Miss 
Gardner is publicity and promo- 
tion director of St. Louis Fashion 
Creators. She won the award 
principally for her work in pro- 
moting St. Louis as the “city of 
young fashions.” 


William V. Patten Joins D-F-S 

William V. Patten, formerly with 
J. Walter Thompson Co. in New 
York and Los Angeles, has joined 
the San Francisco staff of Dancer- 
Fitzgerald-Sample Inc. as an ac- 
count supervisor. 


Appoints Alfred Burnham 
Alfred H. Burnham, formerly 
with W. H. Long Co. and Lewis 
Edward Ryan Advertising, has 
joined Needham & Grohmann, 
New York, as a copy director. 


NBP Adds 3 Members 

Three new publications have 
joined National Business Publica- 
tions Inc. They are The Petroleum 
Transporter, published by Petro- 
leum Transportation Publishing 
Co., Washington, and Coin Ma- 
chine Journal and Production 
Equipment, published by Wilson- 
Carr Inc., Chicago. 


Bozell & Jacobs Adds Three 

Three men have been added to 
the Houston staff of Bozell & 
Jacobs. Robert E. Mason was 
named sales promotion director. 
Don Martinson was named display 
director and Jack Stewart, former- 
ly with Tracy-Locke, Dallas, will 
be radio-tv director. 


KBM! Appoints McGavren 

The San Francisco office of the 
Daren F. McGavren Co. has been 
appointed to represent radio sta- 
tion KBMI, Las Vegas, effective 
immediately. 


ee Fioom 


mM THE BILTMORE 


A dining place of spirited decor and 
congeniality, outstanding for good food and 
good service, moderate in price. 


BILTMORE 


ADISON AVENUE AT 43rd STREET 
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PAJAMA GAME—Men who resent having to buy full suits of pajamas 
when they only wear either the top or the bottom are expected to 
hail Weldon Pajamas’ new Sleep Parts, which come in six basic 
styles: sleep slacks, shorts, and four different coats—long, collarless, 
belted and slipover. Each is packaged individually in Lassithene 
bags, made by Lassiter Corp., working with Williams Advertising 
Agency, New York, on the Weldon account. Lavenson Bureau of 
Advertising, Philadelphia, is Lassiter’s agency. 


Gates Co. Names Ross Roy 


Ross Roy Inc. has been appointed 
to handle advertising, merchandis- 
ing, sales training and public rela- 
tions for Gates Engineering Co., 
Wilmington, Del. The account will 
be supervised by William M. Zieg- 


TERRITORIAL ENTIRE Isp 


VIRGINIA CITY, NEVADA 
Largest Weekly Paper In 
The Entire American West 


(ABC Audited — Nos Sectarian) 


67% of Post-Freeze | 
TV Stations Are ‘in 


Red, NATS Asserts 


New York, May 17—Two-thirds 
of all post-freeze television sta- 
tions in the U. S. are losing money, 
according to National Affiliated 
Television Stations. 

In a promotion piece sent out 
last week soliciting members for 
the recently organized group, 
NATS declares that the three ma- 
jor problems confronting 80% of 
the tv stations today are: 


® Obtaining good film, which au- 
tomatically means higher ratings. 


® Expanding sales income. 
® Operating at a profit. 


“Nearly $4 billion is being spent 
by local sponsors in all media ad- 
vertising,” NATS states. “Televi- 
sion stations, by and large, are 
just not cracking this advertising 
volume. Better programming, bet- 
ter promotion and better sales ef- 
forts are the essential ingredients 
for better local selling. NATS is 
geared to help its members on 
these problems.” 

Last week, Dick Doherty, di- 
rector of management services for 
NATS, told the Pennsylvania Assn. 
of Broadcasters meeting that tele- 
vision stations must find ways of 
earning more advertising dollars. 
He called for better programming 
and station sales practices and 
more alert management. 


Wilson to Lewin Williams 


H. A. Wilson Co., Union, N. J., 
maker of thermostatic bime‘tals, 
electrical contacts and precious 
metal products, has appointed 
Lewin, Williams & Saylor to han- 
dle its advertising. The agency’s 
Newark office will service the ac- 


ler Jr., v.p. and manager of the 
agency’s New York office. 


Hammond Named Chairman 
Henry J. Fisher has retired as 


_chairman of the board of Popular 


Science Publishing Co., New York. 
He had held that post since the 
organization ef the company in 
1915. Godfrey Hammond, presi- 
dent since 1939, has been named 
to succeed Mr. Fisher. Ralph H. 
Flynn, who joined the company as 
v.p. in 1954, was elected president 
and treasurer. 


61 


Alberich to ‘Mill & Factory’ 

Ted de Alberich, who formerly 
ran his own advertising agency, 
has joined Mill & Factory as pro- 
motion manager. 


Bergman Appointed Editor 
Bernard A. Bergman has been 
named editor of the Philadelphia 
Daily News. Mr. Bergman, a public 
relations man, succeeds Louis Rup- 
pel, former editor of Collier’s. 


WSAZ-TV 


_ CHANNEL 3 BASIC NBC i worm 


“se WSAZ sec - 


HUNTINGTON 


count. 


— the only television 
station covering 

all of this five-state 
industrial heart. 


— the two top radio 
stations serving West 
Virginia’s #1 and #2 
markets — in the heart 
of the industrial heart. 


— vibe ideal cauaheaaioda of 
TV-and-radio to reach 
maximum customers at 
minimum cost. Ask Katz. 
They'tl-p pee it. 


HA 7-3732 


This phone number is the one to remember 


when you need service on electrotypes, 


mats, plastic plates, or R.O.P. color mats. 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5 
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Canadians Were Impressed 
By TV Color Demonstration 
To the Editor: It seems most 
unfortunate that you should high- 
light some off-the-cuff remarks 
made during the annual confer- 
ence of the Assn. of Canadian Ad- 
vertisers in your issue of May 9. 


sion was a consensus of opinion. 


that allowances must be made by 
the audience. 

I can assure you, sir, that the 
reaction was excellent and every- 
one, to my knowledge, was ex- 
tremely impressed with not only 
the address but also the color 
demonstration. I wish to make no 


of Canadian Advertisers confer- 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


By Gocaetcls 


room for the following facts rela-| (ag 


tive to the contest. 

The director of the puzzle con- 
test is not guaranteed by contract 
or otherwise to receive a penny 
from it, let alone Father Graf’s 
claim that “of every $5 of ‘contri- 
butions,’ $4 will go towards ex- 


How trucker gets 140,000 miles from _ West Va. hauler ups mileage 30% with 


ive 5 acanapeasi oe ; qumenite 
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‘Cooper Tires 


ed 


In giving prominence to re-| °*CUS®S for Mr. Bushnell, who/penses.” all-nylon on Express tires — regular tread Coopers, cuts road delays 
marks made by Ernest Bushnell|°®™e unprepared, and answered) The whole idea was presented | qatevactics Geriniiies Semaatieiee | DSRORRCI oro ems 
of the Canadian Broadcasting questions from a personal view-| for preliminary study to four ‘a omg rs aaaete pars 
Co ou imply that his expres- point. However, I can say, aS| standing committees of the Amer- fap N D aegempeoe io on coe 

afte P chairman of the 40th annual Assn.| ican Church Union and was ap-|_ @ 9 imi 


This is emphatically not so. Mr. 
Barry Wood of National Broad- 
casting Co. gave a most interesting 
and informative address on col- 
ored television at our luncheon 
held Thursday, May 5, and which 
was attended by over 550 people 
comprising the second largest 
luncheon group in the history of 
our 40 years of meetings. Near 
the end of his address he showed 
a kinescope of a color presentation 
developed for RCA, and empha- 
sized several times that, while it 
was a kinescope, it did not reflect 
the true colors being projected and 


ence, that the emphasis placed on 
this by your paper is entirely out 
of proportion to the reaction of 
Mr. Bushnell’s statement, espe- 
cially in view of our knowledge 
of his previous utterances and the 
restrictions imposed on him by 
his own organization. 

I would again like to say how 
grateful we are to Mr. Wood and 
how extremely interesting his 
address and demonstration were. I 
hope you will take the necessary 
steps to place the utterance re- 
ported in the proper perspective. 


proved by all of them, and all 
other essential and desirable steps 


taken, with general approval evi-|. 


dent. It was also outlined at in- 
formal gatherings in four key 
cities, with the recommendation 
that council members study and 
consider the plan carefully. Amer- 
ican Church Union regional 
branches were consulted and 
their reaction requested. Then and 
then only, with evident approval 
of the plan, the final steps were 
taken in accordance with the by- 
laws of the organization. 

Father Graf snorts at the idea of 


will go for fund-raising expenses, 
and 18% to the Union; and this, 
we believe, is an indefensibly high 
fund-raising cost. 

° + « 


Says All New Magazines 
Deserve Chance with Public 


To the Editor: In your May 2 
issue you print—it’s not clear why 


0 ea eam wh 
eet ea Mie Maem bo « 


Cpr 
ee 


Cites Coincidence in Tire 
Ads’ Presentation 

To the Editor: Here is an item 
for your “Department of Strange 
Coincidences.” The two advertise- 
ments, photostats of which are at- 
tached, appeared in the March is- 
sue of Fleet Owner. 

The B. F. Goodrich advertise- 
ment is one of a series prepared 
by The Griswold-Eshleman Co., 


T.G. Fermts, | a “closed season on sin,” and well Lae ye ged gon Riga: of| which have been appearing in this 
Chairman, Assn. of Canadian j|he might. But he was the only seek th tie magazine eatiiieas re same format for some four or five 
Advertisers Conference, | member of the ACU council, I be- 35 years. How anyone with more years, at least. 
TAXICAB INDUSTRY= (ABE) Toronto. lieve, who at any time looked up- than a ver minor acquaintance CHARLES FARRAN, 
AUTO RENTAL NEWS \’Y btn dt. 4 - 


THE ONLY PUBLICATION 
THAT REACHES THE... 


400,000 VEHICLE TAXICAB — 
AUTO & TRUCK RENTAL MARKET 


Equal to One Million private cars 
in annual mileage and service needs. 
Write for Market Analysis 
200 West 57th St., N. Y. 19 
Circle 6-5389 


High Cost of Fund-Raising 

To the Editor: With reference to 
your editorial on the puzzle con- 
test of the American Church Union 
(AA, April 11), and your front- 
page article quoting Father Graf 
in the same issue, it seems only 
fair that you should now make 


YOU TELL 'EM WHAT TO BUY.. 


Let 11 


you a copy of our latest folder. 


TELL ’EM 
WHERE ! 


When your advertising arouses 
interest in your product, 

the prospect can locate his 
nearest dealer by calling 
Western Union and asking 

for Operator 25. 


See how quickly the service works. 
Call Western Union by number... 
ask for Operator 25. She'll send 


on the contest as something sinful. 
All his brethren seem to have de- 
cided, after most careful consider- 
ation, that the contest as decided 
upon by the ACU was “legal, le- 
gitimate, and ethical.” 

If the contest is carried through, 
the American Church Union will 
receive 90% of any net profit and 
the director of the contest 10% of 
any net profit. This is far different 
from Father Graf's figures. 

HERBERT J. MAINWARING, 

Member, American Church 

Union, New England Branch, 

Wollaston, Mass. 


Unfortunately, Mr. Mainwaring’s 
assertion that the American Church 
Union will receive 90% of any net 
profit is not “far different” (in the 
sense of being contradictory to) 
from Father Graf’s statement that 
“of every $5 of contributions ... $4 
will go toward expenses.” If Fath- 
er Graf and Mr. Mainwaring are 
both right, expenses will take 80% 
of the total income, and the Union 
will get 90% of what is left. That 
means 82% of total contributions 


with the industry can state that he 
is “thinking of doing away with 
all magazines that have been pub- 
lished in the last two or three 
years” is beyond comprehension. 
That period has seen the birth 
and growth of two of the largest 
sellers in the entire field, young or 
old: “Confidential” and “TV 
Guide.” Alert dealers are crying 
for more similar or comparable- 
profit-producing items. Others 
could be mentioned, but these are 
enough to make the point. 

No one can—or perhaps wants 
to—keep shortsighted people from 
cutting their own throats, physi- 
cally or business-wise. Harm from 
such impulses can result only 
when the would-be suicide tries to 
drag others down with him. 

Every magazine was once new. 
None sprang full-bodied from the 
forehead of any god. Each had to 
have—and, almost without excep- 
tion, deserved—its chance with the 
public, the final arbiter. It may be 
stated with considerable certainty 
that neither the citizens of Los 


Vice-President, The Griswold- 
Eshleman Co., Cleveland. 


Angeles nor any other community 
want to rely solely on the judg- 
ment of Mr. Smith or any dealer- 
group he joins, as to what they 
should want to read. They are 
quite capable of selecting the fu- 
ture Reader’s Digest for them- 
selves. 

Perhaps, though, Mr. Smith’s 
own children, if any, were born at 
income-producing ages. 

WILLARD H. Coss, 

President, Newsdealer Maga- 

zine Inc., New York. 

. * * 


Recalls Fundamental Thinking 
of Advertising’s Pioneers 

To the Editor: Only this week 
did I catch up on my reading and 
see James D. Woolf’s reference 
in his story in ADVERTISING AGE, 
April 11, to Paul Faust and his 
identification of the power of 
“consumer acceptance” as one of 
the most important values growing 


90 pages, case bound, printed on 


good paper, size 


chapters—"Mechanics of Typog- 
raphy” —"Easy to Read” — "Fitting 
Type to Copy” —' 
of Type Faces” —"Layouts” —"For 
Economical Composition” —"Proof- 
reading'’— ''Photoengraving 
Process” —"'Electrotypes, Plastic 


‘Characteristics 


Here’s a Book 


YOU 


Should Have! 


8% x ll, 21 


461 Eighth Avenue, 


Plates and Stereotypes” —"'Special 
Proofs.” An excellently prepared 
textbook for any advertising 
person or for advertising classes. 


Send $3.00, check or money order, 
today for a copy to Glenn C. Compton, 
Secretary, Advertising Typographers 
Association of America, Incorporated, 


New York 1, N. Y. 


ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA, INC. 
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out of consumer advertising. 

Paul and I were associated in 
the agency business for 30 years. 
Many times we talked about some 
of the great early figures in the 
development of advertising—A. D. 
Lasker, Claude Hopkins, and 
countless others. 

I’ve often thought how funda- 
mental the thinking was of many 
of these pioneers—how they de- 
veloped the philosophy as well as 
the science of advertising in much 
the same way that nuclear fission 
is being developed today. One man 
made one contribution—that set 
off a chain reaction and someone 
else made another discovery, with 
the end result that in this fast 
moving field much of the earliest 
discovery is taken for granted, be- 
cause we are ploughing ahead into 
newer and still uncharted fields. 

I think it is a good thing for 
advertising, as such, to recognize 
some of the big minds of the early 
days of advertising not only to give 
them credit for what they did, but 
to go back to some of the elemen- 
tals. Because elementals are so 
often lost in the complexities and 
deviations which are the current 
pattern of the business. 

I think it a great compliment to 
Paul and his memory that Mr. 
Woolf gave him credit for original 
and fundamental thinking. He was 
always a fundamentalist (adver- 
tising-wise). He was a great man 
to have been associated with, I 
can assure you. And his contribu- 
tions to advertising and selling 
thinking were by no means con- 
fined to the identification of the 
importance of “consumer accept- 
ance.” 

He recognized the gap between 
advertising to the public, and 
getting full cooperation from the 
trade. And the importance of 
equipping salesmen with material 
which would relate an advertising 
campaign to stocking, selling, and 
promotion. And of p.o.p. material, 
though it had not been called point 
of purchase in those days. 

LYMAN L, WELD, 

President, Feature Merchan- 

dising Inc., Chicago. 

e 7 6 
Memo for The Creative Man 

To the Editor: I read with inter- 
est the comments in The Creative 
Man’s Corner (AA, May 2). 

Response to that particular 
Italian Line ad has been, for the 
most part, gratifying. Mr. Malcolm 
LaPrade, v.p. in charge of adver- 
tising and public relations at Thos. 
Cook & Son for the past 33 years, 
has consented to reproduction of 
his attached letter in your columns. 
In it, he comments on the same ad- 
vertisement covered in your recent 
issue. 

WALTER Woop, 

Cunningham & Walsh Inc., 

New York. 

. 

Dear Mr. Gigante: I must com- 
pliment you on the full-page 
Italian Line advertisement on the 
inside front cover of this week’s 
Time magazine. This is one of the 
most original and attractive steam- 
ship ads I have seen for a long) 


of the New York Times Magazine 
and admiring it then. I am sure it 
will attract favorable notice 
wherever it is published. It seems 
to catch the spirit of pleasure 
travel at sea. 

MALCOLM LAPRADE, 
Vice-President, Public Rela- 
tions, Thomas Cook & Son, 
New York. 

. + . 

‘Can't Lose’ on a New 
Name for ‘Comics’ 


To the Editor: In re: Comedy 
World’s request for new name for 
“Comics” (Voice, May 9). 

After listening to some alleged 
funnymen on the air, perhaps this 
battle for correct nomenclature for 
laugh-making may serve a valu- 
able purpose. 

Not only would those horrible, 
horror books be stripped of their 
identification as “comics,” but 
many comedians would not be al- 
lowed to call themselves comics. 

I am wholly in agreement with 
the crusade of Mr. Lewis to 
change the name of those text- 
books of crime and horror from 
“comics” to something more apro- 
pos. It will be difficult I imagine 
—but this is a step in the right 
direction, and deserves support. 

I’m sending a list of titles to 
Lewis—but I wonder if this idea 
isn’t worth an editorial opinion. 

Thanks for listing the potential 
for picking up some easy money— 
because I don’t think I can lose 
the $25 bond offered. 

ARTHUR ROBERTS, 
New York. 
. . * 


Calls Credit Jewelers 
‘Backbone of the Industry’ 

To the Editor: As a subscriber 
to ADVERTISING AGE for many many 
years, I have been very much 
pleased with the accuracy of your 
reporting, in particular, the writ- 
ings of E. B. Weiss, and especially 
his articles on discount selling. I 
have found these to be an excellent 
analysis of this major problem, 
and I feel that you have performed 
a public service in printing this 
series. 

I was very much surprised, 
however, that Mr. Weiss has gone 
so far afield and displayed so small 
an understanding of the retail 
jewelry industry, when he said 
that “the credit jeweler tends to 
be a form of discount outlet.” It is 
very evident from this statement 
that Mr. Weiss does not know the 
jewelry industry. Certainly, he is 
not aware that the 5,000 credit 
jewelers are, without question, the 
most progressive movers of mer- 
chandise at the retail level in the 
country. This small group—the 
credit jewelers—is the backbone 
of the entire jewelry industry— 
doing about 75% of the entire sale 
of jewelry at the retail level. 

Far from being a discounter, the 
credit jeweler is one of the great 
and important champions of na- 
tionally advertised, fair-traded 
merchandise. He represents one of 
the last great citadels of creative 
retailing, for he uses every tech- 


time. The layout and art work are| nique of promotion, of advertising, 
so unusual that it is virtually; yes, even of retail showmanship— 
impossible to overlook this page.) to actually create sales where they 
I recall seeing it in a recent issue did not exist before. Within these 


Got Enou gh Troubles ona 


For TWO? . 


Then you're probably looking for a 
partner. Well, the place to look first 
is in the Advertising Market Place, 
Advertising Age’s weekly classified 
section. With over 29,000 subsorib- 
ers to choose from, your “Partner 
Wanted” ad is almost sure to find 
the kind of business helpmeet you're 
looking for. 

Send In your copy today. Address Classified Department, Advertis- 
ing Age, 200 E. Illinois St., Chicago 11, Ill.—or cail DElaware 7-5200. 


stores, the trained retail salesmen 
are not simply order-takers for 
pre-sold merchandise; they per- 
form vital selling functions by 
providing expert guidance for cus- 
tomers making lifetime invest- 
ments in diamonds, silverware, 
watches, dinnerware, etc. In addi- 
tion, the credit jeweler offers the 
same services and quality as the so 
called “traditional” jewelers, plus 
the credit facilities which make it 
possible for more of our people to 
enjoy the fruits of our economy. 
That is why on every main street of 
every town in the U. S., you will 
find a credit jeweler, serving as 
well as selling his community. 

It would seem to me to make 
good common business sense that, 
instead of sitting around with the 
crying towel, many retailers, man- 
ufacturers and their advertising 
agencies might take a closer look 
at the credit jeweler’s methods and 
techniques. 

The manner in which credit 
jewelers, with less than 15% of 
the total number of jewelry outlets, 
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produce nearly three-fourths of all) Cockfield, Brown Adds Two 
jewelry store sales—not by dis-| Cockfield, Brown & Co., Toronto 
counting, but by creative selling—| agency, has added two members to 
can provide a lesson in modern re-| its staff. J. R. Holliday, formerly 
tailing from which our whole eco- advertising manager of Ingram & 
nomy might benefit. Bell Ltd., has joined the creative 
Maurice M. GOLDBERGER, department. C. D. Train, previous- 
President, Gramercy Advertis- (ly with Consolidated Press Ltd., 
ing Co., New York. has been named art director. 


$10.00 
FOR TEN 
SECONDS 


Now get move- 
ment on your TV 
slides for almost 
the same cost as 
still slides. 


Send for sample 
reel and descrip- 
tive literature. 


MATED 


‘SLIDES 
FILM. 


STUDIOS 


1323 S. WABASH CHICAGO ILL. 
357 W. 44th ST.. NEW YORK 


Karl Schmiedskamp, Pacific Northwest sales manager, 
CONSOLIDATED COSMETICS, INC. 


“COLD HARD FACTS DICTATE EQUAL 
LINAGE IN SEATTLE AND TACOMA” 


Mr. Schmiedskamp says: 


“My company permits me to schedule newspaper adver- 
tising in my territory, so I’ve made it my business to learn 
about the various markets in the Pacific Northwest. As 
a result, the same amount of advertising for Lanolin- 
Plus products appears in the Tacoma News Tribune as 


in Seattle newspapers. 


Cold, hard facts show me that 


the Tacoma market is entitled to this advertising effort.” 
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in these two 


State’s 


important markets 
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Business Paper Success Story... 


Roasting, Toasting Are Its Services; 
Jabez Burns Ads Reach Special Field 


New York, May 17—Jabez 
Burns & Sons, engaged in a highly 
specialized branch of engineering, 
occupies its own six-story building 
at 43rd St. and llth Ave., New 
York. It has been doing business 
in the metropolis since 1864. 

Burns’ engineering is devoted 
exclusively to the design, manu- 
facture and installation of equip- 
ment for food products that need 
toasting or roasting—especially 
tea, coffee, cocoa and peanuts. 
Through long and successful ex- 
perience in this highly specialized 
line, with continued advertising to 
the concerns in the market, the 
company has built up a solid and 
growing business. 

The Burns organization regular- 
ly uses schedules—often running 


IT’S IMPOSSIBLE 
TO SELL CANADA 
o WITH U.S. PAPERS! 


ee <—-— — 


Canada is a national market 
—actually nine major markets 
—reached only through 
national Canadian business 
publications. The recent 
survey* made for the 105 
member BNA _ publications 
tells you who reads Canada’s 
national business media, 
how much they read and 
action taken. Write to-day 
for this complete story 


of 105 Canadian Business 


publications, 


*Gruneau Research Bulletin 
195 t on request 


to 12 or more pages—in Coffee & 


Tea Industries, Tea & Coffee Trade, 


Journal, and the Peanut Journal 
& Nut World. 

As D. B. Spence, advertising 
manager of the company, indi- 
cated to AA, the company feels 
that these papers reach practically 
everybody in their respective mar- 
kets. 

As an indicator of the long his- 
tory of Burns & Sons and its place 
in the industries which it serves, 
the publisher of Coffee & Tea In- 
dustries is the Spice Mill Publish- 
ing Co., which got its name from 
“The Spice Mill,” originally a 
Burns house organ. 


# Distribution of the company’s 
line of equipment is direct, and 
sales impact is created through 
New York headquarters and of- 
fices in San Francisco and Chicago. 

The sales force numbers only 
six men, since the number of ac- 
tive coffee roasters and related 
business concerns interested in 
Burns equipment is relatively lim- 
ited and is scattered outside of the 
metropolitan centers. 

This in turn, as Mr. Spence 
points out, creates a real advertis- 
ing problem, in view of the fact 
that the average prospect or cus- 
tomer is called on only about once 
in six months. The need for interim 
reminders of Burns equipment and 
service is therefore a good deal 
greater than would otherwise be 
the case. 

Hence the regular use of the 
journals reaching the fields in 
which the company specializes, as 
well as of direct mail, which is 
being increasingly used to main- 
tain contact, is regarded as vital. 


® The company designs and pro- 
duces the roasting and toasting 
equipment for companies in the 
industries in which it specializes, 
as well as in others which face 
similar problems. It is also ready 
to give expert advice and super- 
vision on installation, even giving 
assistance to a customer’s architect 
in laying out building moderniza- 
tion and new plant construction. 

These services are called to the 
attention of the tea, coffee and 
peanut fields in the organization’s 
ad copy, which consists of original 
and interesting material designed 
to serve both the general institu- 
tional function of advertising and 
to stimulate the purchase of im- 
proved equipment. 


Katie resin inspect 


‘You this a the ume of year ter professional inspections and check: 
ghee tangerine: + aye 


A Burne Engineer © 0 wained professional experienced in 


Adreanng equipmen! wo eseure top efficiency 
—- 


replacement 
Recommending and planning money saving “you! mpreve 


Giving professional aeastance wuth plant resemngs 
Lacing vow bes ter you important planning and management 


A umely PERE RANE af gee paws exe exe Gwe yes 
(Peveased production more efficient and more economics! operation and 
Fan prevent costly break downs Send today tor the BURNS Bulletin (AZ) 


cheers 
10 @:¥6 your pian! the benef! of o protesticna: nape tor 


JABEZ r+; & SONS, INC. 
Uith Avenue 3: 43rd St . nn bere York He KY. Caginet 
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PLANT INSPECTION—Typical of ads 
run by Jabez Burns & Sons is this 
one, in Tea and Coffee Trade Jour- 
nal. The copy urges manufacturers 
to employ Burns engineers to 
check plant operations and equip- 
ment to assure top efficiency. 


wea 


“The sales problem is actually 
two-fold,” explains Mr. Spence. 
“First, we try to get a lot of our 
customers to make the equipment 
changes which will bring them 
down to date. 


= “Many coffee concerns, for in- 
stance, have roasters in operation 
which were built in the ’90s. Our 
equipment is built to last a lifetime. 
Some of the company’s own ma- 
chinery—which is working per- 
fectly well even though it was 
produced a long time ago—has 
been in a sense our major competi- 
tion, until recently. 

“Secondly, we try to get con- 
cerns which are contemplating the 
construction or installation of new 
items, such as bins, to call on us 
to design them and then to build 
and install them. 

“We really feel that we can give 
anybody in the special markets we 
serve more than he can get from a 
local sheet-metal shop; even a bin 
is more than a few sheets of metal 
riveted together.” 

To get across the needs for its 
services, Burns & Sons sometimes 
makes use of narrative copy. One 
example, illustrated with a simu- 
lated book cover, was headed “The 
Case of the Frantic Father.” The 
story, as it appeared in Tea & 
Coffee Trade Journal and Coffee 
& Tea Industries last year, ran as 
follows: 


= “It just didn’t add up. Jim Ma- 
son shouldn’t have been frantic— 
but he was. Manager of a profit- 
able coffee roasting plant, Jim had 
a comfortable home and bank ac- 


count, a wonderful wife and two) tm 


fine kids. And yet he was so 
frantic, even the kids knew it! 
“What they didn’t know was 
that Jim had a problem which 
had him on the ropes—how to 


meet increased demand with his 
existing plant without ruining) 


profits. At first it looked easy. |(@ : 


When demand increased, Jim put 
on more people and more shifts 
until profits started to disappear. 
Then he tried to figure out what 
extra equipment could be put into 
what spots on his production line 
without throwing the whole thing 
out of whack; then he tried to 
figure out how this would work 
out if demand continued to in- 
crease; AND THEN HE BECAME 
FRANTIC! 


= “But, there’s a happy ending. 
Jim called in Jabez Burns & Sons 
engineers and gave them his whole 
problem. Today, Jim’s plant is 
meeting increased demand effi- 
ciently, effortlessly and profit- 
ably and, what’s more, it’s en- 
gineered with built-in provisions 
for increasing production even 
further without fuss or feathers. 

“Hundreds of times a year, Ja- 
bez Burns engineers, drawing up- 
on the professional skill which 
comes from specialization and ex- 
perience, solve problems for men 
like Jim Mason. Practical plant 
layouts, engineered production 
lines and professionally designed 
equipment enable Jabez Burns 
engineers to build in the answers 
to future problems while they are 
providing practical solutions to 
present problems.” 


® Advertising Manager Spence 
has been with the company for 
four years and has familiarized 
himself with the company’s un- 
usual sales problems by devoting 
some 20% of his time to direct 
sales work. 

This has given him a developing 
background which has proved 
useful to him in directing the pro- 
duction of copy that draws the 
interest and approval of the cus- 
tomers the company wants to 
reach. 

Rowe-Doherty Associates assists 
the advertising department and 
places the copy. 

A major factor in the Burns 
business is the fact that virtually 
every sale is for a _ substantial 
amount. In the typical case, the 
equipment is capital equipment, 
and the size of the outlay required 
underlines the importance of ef- 
fective advertising. 


Anthony Sarris to Howard 

Anthony Sarris has joined Lloyd 
S. Howard Associates Inc., New 
York, as art director. He formerly 
was with Ross Roy Inc. 


‘Quick, Effective Results’ 


“Local sales efforts are necessary to cover the booming 
Sioux Falls food market. For quick, effective results, the 
Sioux Falls Argus-Leader does that selling job best!” 


—R. R. Benedict, Benedict & Oosterhuis Co. 
| Sioux Falls Food Brokers 


P| 


98% Family Coverage 
of City Zone 


66% Family Coverage 


Retail Trading Zone 


THIS 14-COUNTY AREA HAS FOOD 
SALES OF $42,883,000 A YEAR 


The Argus-Leader concentrates its 
52,000 —— in this ABC retail 
tradi ominating these coun- 
ties with, "66% coverage, unequalled 
by any other medium, plus 98% cov- 


SIOUX FALLS 


rqus 


Leader 


South Dakota’s Leading Newspaper 
Represented by GILMAN, NICOLL Z RUTHMAN 


erage in sdiieenaiilian Shain Falls. 
You need only the Argus-Leader to 


carry your sales me e to the pros- 
rous familiv: ix: cais 42 million dol- 

* food market! 
*Sales Management, 1954 


May 23, 1955 
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|ABEZ BURNS & SONS, INC. © 
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SOLVING A PROBLEM—This Jabez 
Burns & Sons ad tells the story of 
a plant manager who solved pro- 
duction and cost problems by 
hiring Burns engineers. 


“We Sure Don't’ 


“We have used your Reilly Plastictypes 
for some time and I personally think 
they are great. In fact there are no 
other plates that we receive here that 
measure up to the standard that your 
plates maintain. Most other plates that 
come to us aren’t routed near as deep 
as yours and we have to do it for them,§ 
which we sure don’t appreciate.” 


Business Manager 
Nevada Newspaper 


“Go to the Expense” 


“In reply to your questionnaire as to 
the depth of Reilly Plastictypes in open 
areas, we have found that with .055 
depths we get the best results. Many 
times we have had to underlay plastics 
which run shallower. From our experi- 
ences, it would be well worth while to 
go to the extra expense of continuing 
to make them at the above mentioned 
depth of .055 in order to get a well 
printed job.” 

Mechanical Superintendent 

Oregon Newspaper 


“BEST EVER” 


“Your Reilly Plastictypes are the best 
ever received in this plant. Please con- 
tinue your .055 depth.” 


Mechanical Superintendent 
California Newspaper 
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Ludgin Dreier 


TRIB FORUM—Some of the participants in the sixth annual Chicago Tribune Forum on 
Distribution and Advertising held last week were caught by the camera. At left are 
Earl Ludgin, Earl Ludgin & Co., Chicago; A. W. Dreier, Chicago Tribune; John B. Mc- 
Laughlin, director of sales and advertising, Kraft Foods Co., Chicago, and R. B. 
Schlesinger, advertising manager, Carson Pirie Scott & Co., Chicago. In center during 
panel session are A. J. Becker, v.p., Foote, Cone & Belding; Dwight M. Cochran, v.p., 
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omy in the next five years and 
described the period as a “period 
of economic abundance.” He esti- 
mated the market potential at 
$413% billion and said that people 
would have more money to spend 
and that average incomes would be 
higher than they are today. Mr. 
Ludgin also was a panel moderator. 


® The Advertising Research Foun- 
dation is conducting two motiva- 
tional research projects, said Wal- 
lace H. Wulfeck, v.p. and assistant 
to the president, William Esty Co. 
One project is development of 
a provocative technique for the in- 
vestigation of the ways buying de- 
cisions are made. The other is 
measurement of objectivity of re- 
search methods to determine moti- 
vation behind consumer attitudes 
and drives. 

Dr. Lyndon O. Brown, v.p., 
Dancer-Fitzgerald-Sample, said 
the all-media audience committee | 
of the ARF has adopted a two- 
fold attack in the study of 
major types of media audiences 
and their inter-relation. The first) 
project, a long range plan, seeks to | 
find a common denominator be- 
tween media types. The second 
plan is a broad scale magazine 
audience study. Representatives of 
major magazines are cooperating 
and working toward a common 
goal of an all-inclusive audience | 
study which will be acceptable to 
all publishers as well as to adver- 
tisers and agencies, Dr. Brown 
said. 

Sherwood Dodge, v.p., Foote, 
Cone & Belding; announced that 
the ARF’s printed advertising 
rating methods committee will 
supervise a survey to be conducted 
this summer to measure reader in- 
terest in printed advertising. The | 
Alfred Politz organization will take 
4,500 samples of a single issue of 
Life. One study will follow the) 
Starch technique, a second will 
duplicate the procedures of the 
Gallup-Robinson organization and 
a third will duplicate the proced- 
ures used by Readex, Mr. Dodge 
said. 


s The first panel discussed “Re- 
searching the market, the message 
and the media.” Members of the 
panel were Dr, Brown, Mr. Man- 
chee, Mr. Dodge, Mr. Wulfeck, Mr. 
Lehman, Vernon C. Myers, pub- 
lisher of Look; William A. Hart, 
director of advertising, E. I. du- 
Pont de Nemours & Co.; and Cliff 
Samuelson, advertising manager of 
grocery products division, General | 
Mills. Edgar Kobak, -marketing | 
consultant and ARF president, was 
moderator. 

The audience asked what meas- 
ures are being taken to have the 
various ARF committees on media 
research reach concrete conclu- 


sions rather than degenerating in- 
to a debating society. Dr. Brown 
said that to avoid this, committees 
are composed of men with differ- 
ent points of views and problems 
are thoroughly thrashed out, that 
the committees provide leadership, 
and week-to-week and month-to- 
month assignments are made. 


™ The panel was asked: “Many 
copywriters and artists are sus- 
picious of research, contending it 
is just restrictive and’ after the 
fact. Is there any reason why ad- 
vertising research should not be 
creative, pointing in new fertile 
directions, just as product research 
does?” Mr. Manchee said creative 
men have been put on ARF com- 
mittees and that good copywriters 
could learn something from re- 
search. Mr. Myers said too many 
restrictions dampen creation. 

Mr. Kobak asked the panel if 
readers buy a product in direct 
ratio if the ad has a high reader- 
ship rating. Mr. Dodge said that 
high interest does not necessarily 
always accompany sales effective- 
ness but he did say that the higher 
the reader interest, the higher the 
sales effectiveness. Mr. Samuelson 
said that some high readership ads 
run by his company did not in- 
crease sales and in other instances, 
ads that were not so well read in- 
creased sales. The important thing, 
he said, is to know whom you are 
selling and what they want from 
your goods. 

“Marketing to maintain the pace 
of the larger and faster moving 
American life” was the theme of 
the second panel. Members in- 
cluded A. J. Becker, v.p., Foote, 
Cone & Belding; Dwight M. Coch- 
ran, v.p., Safeway Stores; J. P. 
Hansen, Ist v.p., The Fair; Rob- 
ert J. Keith, v.p., Pillsbury Mills 
Inc.; David Riesman, professor of 
sociology, University of Chicago, 
and Laurence Wray, editor, Elec- 
trical Merchandising. Mr. 
was panel moderator. 

The most debated question was 
the first one, “Is window shopping 
a thing of the past?” Mr. Hansen 
said many shoppers are attracted 
by attractive window displays and 
this is considered a valuable ad- 
vertising medium by his company. 
Mr. Wray said window displays 
play a minor role in the hard goods 
field. Mr. Riesman commented 
that picture windows in private 
homes are as important in the sale 
of household furnishings as store 
windows. 

On the other hand, Mr. Cochran 
reported that his company is 
building stores that do not have 
windows, “Customers are not in- 
terested in seeing food displayed 
in windows,” he said. “Shopping 
is a chore and they want to get the 
job over with quickly.” 

Window displays should reflect 
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the store’s personality rather than | 


the goods for sale, Mr. Becker said. 
Panel members agreed that there 
are no records of the pulling pow- 
er of window displays. 


® The panel agreed that although 
the trend is away from downtown 
shopping areas to the suburbs, the 
downtown stores are not doomed 
and will make a comeback when 
parking facilities are provided. Mr. 
Weiss said it is human nature 
for people to be interested in the 
new rather than the old and indi- 
cated that department store man- 
agement may be pampering subur- 
ban stores at the expense of their 
downtown stores. 

Mr. Hansen commented that 
Chicago officials have done a poor 
job in publicizing parking facili- 
ties and that it is a difficult job 
to drive downtown because of 
heavy traffic. He said he couldn’t 
believe that people don’t want to 
come downtown and predicted 
that downtown business will in- 
crease when streets are opened and 
better parking provided. 

The panel was asked, “The give- 
away craze—does it actually in- 
crease sales enough to warrant its 
use?” Mr. Keith said it was too 
general a question but commented 
that there can be good giveaways. 
Mr. Becker said premiums help 
sell products but he has found no 
evidence that giveaways helped 
the long-range sale of established 
products. 


=" Most of the panel members 
seemed to agree that stores in the 
future will be open more evenings 
and possibly on Sundays. The most 
efficient shopping hours, they said, 
are from 12:30 to 9:30 p.m. Sev- 
eral panelists remarked that very 
little shopping is done in the 
morning. 

Mr. Weiss said that there is 
more and more noon to 9 p.m. 
shopping and added that house-to- 
house sale of wall to wall carpet- 


PANELISTS—Three of the panelists 
at the annual Chicago Tribune 
Advertising and Distribution For- 
um are Wallace H. Wulfeck, v.p., 
William Esty Co.; William A. Hart, 
director of advertising, E. I. du- 
Pont de Nemours & Co., and Fred 


B. Manchee, exec. v.p. and treas-| 


urer, Batten, Barton, Durstine & 
Osborn. 
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ing has increased. Mr. Cochran 
stated that selling food products 
house to house is too expensive 
and should be eliminated. 

Mr. Weiss commented that food 
supermarts have raised the mark- 
up on foods from 12 to 17%, though 
he added that the time will come 
when foods will be sold on lower 
margins. Mr. Cochran said mark- 
ups now are lower than 17% and 
said that net profits run about 1% 
after taxes. 

Retailers of appliances will have 
to be more efficient to lower busi- 
ness costs in the battle with dis- 
count houses, Mr. Wray said. He 
said discount houses will compete 
with each other as their number 
increases and that differences be- 
tween them and _ conventional 
stores will tend to disappear. The 
strong points of appliance dealers 
are personal services and the ac- 
ceptance of old machines as trade- 
ins. 


@ Mr. Weiss asked Mr. Wray if 
the markup of appliances will stay 
from 28 to 35%. Mr. Wray an- 
swered that markup margins will 
drop gradually because the dealers 
are not giving the service they 
should or doing a good selling job. 
He added that he thought a big 
markup on appliances is no longer 
justified. 

Mr. Hansen said his store has 
sold some appliances at lower 
prices than discount houses. Mr. 
Cochran commented that his stores 
have sold appliances at below cost 
in order to get them off their 
hands. The appliances are those of- 
fered to the retailers as premiums, 
and “every once in a while we find 
ourselves with a warehouse full of 
them,” he said. 

The panel was divided on the 
fair trade question. Mr. Cochran 
said fair trade holds an umbrella 
over efficiency and added that it 
is practically impossible to enforce 
the laws. Mr. Hansen agreed with 
Mr. Cochran that fair trade must 
go and complained that his stores 
had been enjoined by courts from 
lowering prices when other stores 
were using trade stamps to lower 
prices. Mr. Wray said fair trade 
laws apply only to smaller ap- 
pliances and that he felt small re- 
tailers deserve protection. He 
added, however, that he wouldn’t 
be surprised if Congress repealed 
the law. 


® The third panel consisted of 
Henry Bach, president, Henry 
Bach Associates Inc.; John B. Mc- 
Laughlin, director of sales and ad- 
vertising, Kraft Foods Co.; Char- 
lotte Montgomery, columnist, Tide 
magazine; R. B. Schlesinger, ad- 
vertising manager, Carson Pirie 
Scott & Co.; Hal Stebbins, presi- 
dent, Hal Stebbins Inc., and Wil- 
liam Tyler, v.p., Leo Burnett. 
Their subject was, “Advertising to 
/communicate buying ideas in the 
changing mass market.” Mr. Lud- 
gin was moderator. 

“Is the development of a compa- 
ny image as well as a product 


Tyler 


Safeway Stores; J. P. Hansen, 1st v.p., The Fair, Chicago; E. B. Weiss, merchandising 
consultant and panel moderator; Robert J. Keith, v.p., Pillsbury Mills; David Riesman, 
professor of sociology, University of Chicago, and Laurence Wray, editor, Electrical 
Merchandising. Relaxing after discussion period at right are E. B. Weiss, W. C. Kurz, 
manager, general advertising, Chicago Tribune, and William D. Tyler, v’p., Leo Bur- 


image of increasing importance?” 
the panel was asked, Mrs. Mont- 
gomery said a company image is 
very important, particularly to 
women, to whom it gives a sense 
of security. Mr. Tyler said there 
has been a trend back to promoting 
a company image rather than hard 
facts about company products. Mr. 
Stebbins said product personality 
has become increasingly important 
and pointed out Cadillac as a 
symbol of success. 

Mr. McLaughlin said companies 
should determine what type of an 
image they wish to create and con- 
duct their advertising accordingly. 
Mr. Ludgin pointed out what 
David Ogilvy’s “man with the 
patch” ads° did for Hathaway 
shirts. 


® The main source of any selling 
theme is the product itself, Mr. 
Tyler said, in answer to a ques- 
tion. Mr, McLaughlin disagreed 
and said that his company looks 
for consumer wants and tries to 
obtain a product to satisfy those 
wants. Mrs. Montgomery deplored 
the fact that few of the media 
have consulted women as to their 
wants. 

The importance of a name for a 
new product caused some debate. 
Mr. Tyler said that selection of a 
name always assumes greater im- 
portance and concern than it 
should. Mrs. Montgomery main- 
tained that almost any name, prop- 
erly handled, would be satisfac- 
tory. A name can be very impor- 
tant, Mr. McLaughlin said, and 
mentioned “Crackerbarrel” cheese 
as a good example. 

“What new technique in current 
advertising do you think of as 
being most effective, fresh and 
timely?” panel members were 
asked. Mr. Bach mentioned the 
visual approach. “Understatement, 
if you have enough money to stay 
with it,” said Mrs. Montgomery. 
Mr. Schlesinger said he liked the 
simplicity of story approach. “We 
have left the cheesecake kingdom 
and are now in the animal king- 
dom era,” Mr. Stebbins added. 


® In other topics, the panel: 


e Predicted that advertising copy 
would have to be more sincere and 
realistic in the future because the 
public is better educated. 


e Agreed that newness of a pro- 
duct is still the most powerful 
word in advertising. 


e Agreed that “scare” advertising 
campaigns have their usefulness. 
Present day advertising calls for 
sincerity, they said. 


e Came to no solution on whether 
it is better to spend money on a 
few large advertisements or many 
small ones. Advertisers use large 
ads to dynamite and small ads to 
lubricate, Mr. Stebbins said. 


@ Decided that exaggerated ad- 
vertising will remain. “Women 
want you to lie to them,” Mr. 
Tyler said. 
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PHOTOGRAPHIC REVIEW 
F THE WEEK 


Fishel Weidereit Miranda 


TEXAS STYLE—Everything is big in Texas, but when Gene Weidereit, 
director of advertising, Tube Turns & Girdler Corp., Louisville, 
visited the North Texas chapter, National Industrial Advertisers 
Assn., the gold Cadillac and the ranch he was given were somewhat 
undersize. The sombrero, however, was life-size. With Mr. Weidereit 
are Steve Miranda, director of p.r. and advertising, Dresser Indus- 
tries, Dallas, chapter president; and Clark Fishel, merchandising 
manager, Texas Instruments, Dallas, chapter v.p. 


Thompson Fahy Ottley Mrs. Ottley Eisenhower Marshall Mrs. Sengstacke Sengstacke 


DEFENDER AWARD—President Eisenhower received the Charles M. Thompson; Judge Charles Fahy; Roi 
Chicago Defender’s Robert S. Abbott Memorial Ottley, biographer of Abbott; Mrs. Ottley; Thurgood 
Award from Publisher John H, Sengstacke on the Marshall, chief counsel, National Assn. for the Ad- 
Defender’s 50th anniversary..Onlookers include Dr. vancement of Colored People, and Mrs. Sengstacke. 


Thornburgh Betty Best, Philadelphia 
Campbell Feigenbaum Betty Best, New York 


— 
. 


BEST BETTYS—Harry Feigenbaum, partner in Feigenbaum & Wermen 

Thornburgh Schreiber Summerville Wagner Fogarty Advertising Agency, Philadelphia, signs a one-year contract on 

Witting Quaal Evans Lucy Ryan behalf of the Professional Laundry Foundation for a tv spot cam- 
paign stressing advantages of professional laundry services. The 
campaign starts June 1 on WCAU-TV, Philadelphia, and a similar 
campaign is planned for WRCA-TV, New York. Also shown are 
John Campbell, of the Laundry Foundation’s advertising council, 
and Donald W. Thornburgh, president and general manager of 
WCAU. The two young ladies will portray the “Betty Best” symbol 

of the campaign in Philadelphia and New York. 


HERE’S QUALITY—Ten members of the Quality Radio QRG; Frank Fogarty, v.p. and general manager, 
Group pose together for the first time since the or- WOW, Omaha; Chris Witting, president, Westing- 
ganization’s inception at a quarterly meeting in house Broadcasting Corp.; Ward L. Quaal, president, 
New York: Don Thornburgh, president and general QRG, and v.p. and general manager, Crosley Broad- 
manager, WCAU, Philadelphia; Frank Schreiber, casting Corp.; Ralph Evans, exec. v.p., WHO, Des 
station manager, WGN, Chicago; W. H. Summer- Moines; C. T. Lucy, general manager, WRVA, Rich- 
ville, v.p., QRG, and general manager, WWL, New mond, Va., and William B. Ryan, executive vice- 
Orleans; William D. Wagner, secretary-treasurer, president of QRG. 


Hibbard O'Malley Homphrey Gobel West Lady Monohan Gerrard Davenport 
McMullen Hanson Holtz Claxton Johnson 
HORSELESS STANCE—Visiting St. Louis, George Gobel gets ready to COAST CHAPTER LEADERS—These are newly-elected of- v.p.; Clarence Davenport, the McCarty Co., 2nd U.p.; 
play golf with C. J. Hibbard, advertising manager, Pet Milk Co.., ficers and directors of the Southern California chap- George H. West, Consolidated Engineering Co., and 
sponsor of the Gobel tv show; David O’Malley, the comedian’s part- ter of National Industrial Advertisers Assn. Their E. T. Johnson, Dozier-Eastman Co., national direc- 
ner and manager, and Champ Humphrey, v.p., Gardner Advertising terms begin Sept. 1. The group includes W. J. Mc- tors, and three directors of the chapter: Paul Lady, 
Co. The Gardner agency gave Gobel his first network job a number Mullen, Sterling Press, treasurer; Donald O. Hanson, Jenkins Publications; Tom Monohan, Willard G. 


of years ago as a boy guitar player on the Tom Mix show, In those Oil & Gas Journal, secretary; Jerry Holtz, Farr Co., Gregory Co., and Leslie E. Claxton, Kellow-Brown 
days, his best line was, in effect, “Can I hold your horse, Tom?” president; James Gerrard, Darwin H. Clark Co., 1st Co. 
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What do these 6 books have in common? 


One is about the vagaries of Big Business. One is about a The five Journal books are new—and have climbed to the 
schoolteacher in a little town... best-seller list in the past few months. The Journal itself 


Two were written by men. Three were written by women. _has been a best-seller for many, many years. 


One is a magazine, written by many people. The five books* —_t isnot just because the Journal is first with so many books 
hve one thing - common—they all appeared first in the —_ that hit the top—but because the Journal continues to fill 
magazine, Ladies’ Home Journal. its pages with everything that is of current interest to women 
But all six have another thing in common—right now, they —that the Journal continues to be the best-seller with 
are all on best-seller lists! women, and for advértisers. 


Never underestimate the power of the No. 1 magazine for women... JOURN | | 


«++No.1 in circulation 


- aid No. 1 in newsstand sales 
*Frances Gray Patton’s “Good Morning, Miss Dove”; Ethel Barrymore's “Memories”; Richard Aldrich’ 
“Gertrude Lawrence poy Hg A”; John P. Marquand’s “Sincerely, Willis Wayde”; Anya Seton's “Katherine”. No. 1 in advertising revenue 


& CURTIS PUBLICATION 
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Stanton Says Pay 
TV Is ‘Economic 
Discrimination’ 


(Continued from Page 1) 
the privilege of looking at its own 
television sets. 

“This is a betrayal of the 34,000,- 
000 families who have already 
spent $13.5 billion for their sets in 
the expectation that they would be 


able to use them as much as they 
wanted without paying for the 


SAVE MONEY ON 
ADDRESSING 


Typed addressing from your lists or 
ours at only $7.00 per 1000. Big sav- 
ings on stuffing, sorting and tying. 
Guaranteed quality and service. 

MAILMASTERS, Box 43, Denver 1, Colorado 


prerogative of watching,” he said. American television, no set owner 
“Since a station cannot televise is deprived of a program because 


two programs at once, any station he is not as prosperous as his | vision. 


| 


We could expect to operate profit- 
ably under a system of pay tele- 
With our programming 


broadcasting a scrambled pay pro-|neighbor. But, once the turnstile know-how, facilities and exper- 
gram would necessarily have to | of pay television is placed in the | 
eliminate its free program during | living room, the families who rely 


that time period. Pay television 
would black out the best of free tv. 


=“In essence, this is a booby trap, 
a scheme to render the television 
owner blind, and then rent him a 
Seeing Eye dog at so much per 
mile—to restore to him, only very 
partially, what he had previously 
enjoyed as a natural right. 

“Pay television promoters say 
they would be satisfied if they got 
$100 a year from the average 
family. On this basis, today’s tele- 
vision audience would pay some 
$3.5 billion a year—more than it 
pays for shoes or doctors or elec- 
tricity--for viewing far fewer pro- 
grams than it now watches without 
charge. This is three times the 
amount now being paid by the 
public for all spectator admissions. 

“Under the present system of 


more and 


MORE 


Canadians 
are enjoying 
higher and 


HIGHER 


incomes 


To reach 

the growing heart 
of the Canadian 
market .. . 164,000 
best-customer 
families. 


e More and more Canadians are 
striking it rich in all kinds of busi- 
nesses, And while their industrial 
buying has boomed, they’re also 
spending more and more money 
for retail products. 


Canadians can now afford more 


of everything —for their businesses 
and their homes, They depend on 
TIME, their first-choice magazine, 
to help them choose the products 
they want . . . the products they 
need, 


most on television for their enter- 
tainment and information would 
be hit the hardest, because they 
would be the ones who, for eco- 
nomic reasons, would have to re- 
strict their viewing most severely. 
Television would no longer belong 
to all the people all the time. 


=“One of the arguments made by 
the promoters of pay television is 
that its introduction would hurt 
nobody. Try it out in the market 
place, they say. Surely this is in 
the American tradition. There 
would, they claim, be free televi- 
sion for those who want what they 
are now getting, and there would 
be pay television for those who 
want the unusual—the sort of en- 
tertainment and culture which 
free television cannot afford cur- 
rently. 

“But this is a specious claim, 
unsupported by the economic facts 
of life. It is the sheerest kind of 
sophistry, and it is intellectual 
quicksand. 

“It is probable that pay tele- 
vision would deliver an occasional 
heavyweight championship fight, 
and possibly such special enter- 
tainment as a multi-million dollar 
‘first-run’ movie, which the eco- 
nomics of present television cannot 
reach, at least as of today. 

“On the other hand, the bulk of 
any programming for which pay 
television would bid is bound to be 
the very kind of entertainment 
which already has found such high 
favor in present day free televi- 
sion. The result of thisis that the 
public would be victimized into 
paying out billions of dollars a 
year for a programming service 
which it is now getting free. 


s“If this scheme is authorized 
and becomes generally established, 
pay television would be able to 
bid away from free television 
every kind of program which the 
public now enjoys. 

“For example, for viewing the 
World Series at home, a tribute of 
some $6,000,000 per game would 
be levied on the public if each 
family which watched the series 
in 1954 were forced to put up the 
modest sounding sum of 50¢ for 
each game, Thus the people would 
pay 15 or 25 times as much as is 
now being paid by the sponsors 
who bring them the games free. 

“Thus television could not long 
remain half free and half fee. 
Either television programs belong 
to the public free or they belong 
to the highest bidder. During the 
hours when most people watch 
television, co-existence would be 
unlikely; it would be an economic 
improbability. 

“It is claimed that under pay 
television there would be more 
cultural programs appealing to 
small minorities. We believe the 
reverse to be the fact. 


=“If, as the pay television promo- 
ters say, installing a minimum 
service in a single major city will 
cost tens of millions of dollars, 
installing it throughout the total 
area now served by television will 
cost billions of dollars. 

“People who make such an in- 
vestment will have to get it back 
by putting on the type of shows 
which will attract the largest 
audiences. If 1,000,000 families 
were willing to pay $1 each to see 
a movie and 100,000 people would 
pay $2 each to see a ballet, there 
would be no ballet. 

“It is difficult to believe that 
the FCC would authorize a scheme 
which seems to be so clearly con- 
trary to the public interest. 

“If, however, pay television 
should become established, econo- 
mic necessity will force CBS to 
participate. Unlike theater owners, 


we have no economic axe to grind. 


ience, we regard it as more than 
probable that we would earn our 
share of the billions of pay televi- 
sion dollars. But this is not where 
CBS believes its best interests lie. 


=“We are proud of the progress 
the broadcasting industry has 
made in establishing a nationwide 
free television service. The pay 
television promoters have contin- 
uously predicted the failure of 
free television at every point of 
its development; that it could 
never support itself without direct 
tribute from the public. 

“They made these false pro- 
phecies 25 years ago, and, as re- 
cently as 1946, the president of 
Zenith Radio Corp. flatly stated 
the advertisers haven’t sufficient 
money to pay for the type of con- 
tinuous programs that will be 
necessary to make the public buy 
television receivers by the millions. 

“Today there are 36,000,000 
television sets in daily use. Unlike 
these false prophets, we set no 
limits to the increased and con- 
tinually increasing service to the 
public of free television. 

“We believe, therefore, that the 
public’s best interests—and our 
best interests as well—lie in the 
continuing expansion of free tele- 
vision, that television channels 
now dedicated to all the public 
should not be used for the intro- 
duction of a system whose bene- 
fits to each viewer would be 
limited by his ability to pay.” 


® The affiliates passed a resolu- 
ton indorsing the network stand 
and pledging their help in the 
battle. 

The other major tv network, 
National Broadcasting Co., also 
is expected to line up with the op- 
posing forces in this struggle, but 
it has not made its position public 
yet. 


Anti-Trust Law Is 
Business’ Friend, 
Says Stanley Barnes 


(Continued from Page 34) 

one of his favorite approaches, 
when talking with business men, is 
to argue that nobody stands to 
gain more from effective anti-trust 
enforcement than the business 
man, because anti-trust protects 
his right to do business as he 
wants, free from boycott and co- 
ercion. 

“These laws do not forbid indiv- 
idual competitive effort, no matter 
how vigorous,” he said. “But they 
do forbid and punish the concerted 
action among competitors, sup- 
pliers or buyers which aims to bar 
the newcomer’s path.” 

On a broader basis, he regards 
anti-trust enforcement as a device 
for warding off more drastic gov- 
ernment controls, which would be 
forthcoming if monopolies devel- 
oped and competition disappeared. 
“Without these laws and the mar- 
ket they protect and foster,” he 
says, “public pressure for more 
state planning and regulation of 
business would be inevitable.” 


® “It has been my experience,” he 
told the Commonwealth Club in 
San Francisco last winter, “that 
the business man who most fears 
government regulation of business 
becomes, when he understands the 
basic concept of the Sherman Act, 
the Clayton Act and the other 
basic anti-trust laws, their ardent 
supporter. 

“They set up rules of the game 
which make sense to him. He can 
then, from an informed stand- 
point, support or attack their spe- 
cific manner of administration. 
Free enterprise, nurtured and pro- 
tected by anti-trust law, becomes 


our one sure safeguard against 
both the socialist state and the 
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totalitarian state.” 

To the dedicated career people 
in the anti-trust division of the 
Department of Justice, Stanley N. 
Barnes clearly represents all that 
could be asked in the way of 
leadership. Contrary to fears which 
were common when the adminis- 
tration changed in January, 1953, 
the staff remains intact, the policy 
is pure. 


® Over the years, others have 
taken over that post, established 
reputations and moved on to 
judgeships or profitable private 
practice. Is Stanley Barnes there 
for the duration of the Eisenhower 
administration? Or will this third 
phase of his fruitful career lead 
soon to a new and even more dis- 
tinguished one? 


Zachary & Liss Named 

Paralyzed Veterans of America, 
New York, has named Zachary & 
Liss, New York, to direct its pub- 
lic relations. 


Wherever your new 
1955 markets develop 
(3) will find them... 


and help sell them! 


Every new, improved and diversified product 
- +. yours and your prospects’ . . . creates new 
sales opportunities. 

A recent survey of 1,500 plants reveals that: 

63% have made design changes in standard 
products within six months; 

30% will make further changes in the next 
six months; 

40% of those who have not made changes 
plan to do so. 

New specifications will be used by 45% of 
the plants making design changes . . . calling 
for new equipment, new parts, new materials. 
Will they specify yours? 

Like a radar installation with a 3,000 mile 
radius, Industrial Equipment News will put 
you in touch with the 40,000 establishments 
in all 452 industries which make 80% of the 
national product . . . and spot your product 
story before their 64,000 product selecting 
officials. 

At the average cost of $18 per call it would 
cost you $1,152,000 to have your salesmea 
make one call on these 64,000 specifiers ané 
buyers. 

IEN will do it for $150 to $160! . . . $1,800 
for 12 months of continuous finding and pre 
selling of prospects .. . NEW and old. 

And IEN’s new and exclusive SPECIFIC 
INFORMATION inquiry form will reveal to 
you the names, addresses and particular prod- 
uct needs of your best prospects wherever 
located. 

__ If you want your peognate more widely spec 
ified in ’55, specify IEN as your most effective 
finder and pre-seller of new markets. 


Details? . . . Send for complete DATA FILE 
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FCC Is Swamped | 
by Pro-Toll TV 
Mail Inundation 


(Continued from Page 1) 
der way looking toward a decision 
on the box-office tv plan. Now, 
however, the commission is ac- 
knowledging only those letters 
which clearly require information. 

Proposals for subscription tv 
have been hanging over the com- 
mission since 1950, when Zenith 
obtained permission for a test of 
“Phonevision.” During its test in 
Chicago, Zenith used newspaper 
ads to invite participation by indi- 
viduals who would be willing to 
pay $1 to see a first-run movie. It 
told FCC nearly 50,000 individuals 
wrote in and volunteered to have 
a decoding device attached to 
their sets. Only 300 were selected 
to take part. 

The current FCC proceeding 
was triggered in mid-1953 when a 
group of ultra-high-frequency sta- 
tions wrote the commission they 
felt they might not be able to sur- 
vive unless they could charge 
viewers for their programs. Near- 
ly a year passed, however, before 
Skiatron and Zenith, two of the 
three subscription tv proponents, 
officially petitioned FCC to au- 
thorize stations to offer pay-as- 
you-view service. International 
Telemeter, the third hopeful, sub- 
sequently joined in. 


® Foes of subscription tv appar- 
ently underestimated the possibil- 
ity of FCC action. Late in Decem- 
ber last year, Julius M. Gorden, 
Beaumont, Tex., theater operator, 
hurriedly asked Sen. Lyndon 
Johnson (D., Tex.), to intervene. 

Speaking for theaters, which 
have organized “perhaps belated- 
ly,” he wrote, “We feel FCC has 
no authority to authorize such a 
service.” He also contended it 
would be against the public inter- 
est because it would pre-empt free 
airwaves, and that it might cre- 
ate “an unprecedented monopoly.” 
Theater interests eventually spear- 
headed formation of a Committee 
for Free TV. 


® A few weeks later, after FCC 
announced it was considering the 
subscription tv idea, the tv direc- 
tors of the National Assn. of Ra- 
dio & Television Broadcasters 
jumped off the fence and notified 
FCC their association is opposed to 
anything which will undermine 
free tv. 

The commission’s notice to the 
industry raised dozens of questions 
about the difficulties involved in 
introducing a paid-tv system. 
Many of the issues deal with the 
amount of government supervision 
such a system might require. Oth- 
ers ask whether such a system 
might destroy the commercial tv 
system which currently provides 
programming for such a large por- 
tion of the public. 


= On the present timetable, com- 
ments are suppesed to reach the 
commission by June 9 and an- 
swers by July 9. Later, the com- 
mission will decide whether a 
public hearing is necessary before 
a decision is reached. Presumably 
this decision is still many months 
away. 

No estimate of the amount of 
mail reaching the commission 
could be accurate. As of today, 
however, the commission has 35 
thick, bound volumes of letters 
and postcards. It is conceivable 
that this represents at least 20,000 
letters. 

One volume, representing the 
intake of April 20, testified to 
some effective lobbying in Pitts- 
burgh by pro-toll tv forces. Over 
100 letters in this group are vir- 


would like pay-as-you-see tv as| 
soon as possible.” | 
Many are on plain white note- 
paper. Several are on the letter- 
heads of Wm. Nesbit Co., drugs 
and general merchandise; Pugh’s 
Inc., diamonds and watches, and 
Egerman Store & Fixture Co. 


® However, examination of three 
of the 35 volumes, selected at ran- 
dom, demonstrated that the sub- 
scription tv idea has fired the 
imagination of throngs of indi- 
viduals who look down on existing 
tv programming. 

Many letters are from the Chi- 
cago area, where Zenith tested its 
Phonevision system. But all over 
the country—in places like Wheel- 
ing, W. Va., Calumet, Mich., Fair- 
hope, Ala., Habera, Ga.—people 
have gone to the trouble to sit 
down and write their opinions for 
the commission. 

There are famous names like 
Carl Sandburg and Eleanor Roose- 
velt, who think subscription means 
better tv. And there are less fam- 
ous persons, like Maurice A. Col- 
bert, Troy, N. Y., who said simply, 
“I favor subscription tv to avoid 
being blacked out to sports which 
I want to see.” 

Many, like Capt. R. J. Burns, 
of Silver Springs, Md., complain 
about the commercials. 


® Others, like Prof. Henry H. 
Villard, chairman of the depart- 
ment of economics, College of the 
City of New York, object to ex- 
isting children’s programs, or feel 
the sponsors of subscription tv are 
entitled to an opportunity to test 
their idea. 

There’s support from the adver- 
tising and public relations world, 
too. Two identical letters, on the 
letterhead of the public relations 
department of Hotpoint, Chicago, 
point out that rising production 
costs are rapidly pushing quality 
and educational programs off the 
air. 


® The sample examination of the 
file turned up a letter from Leon- 
ard J. Raymond, president of 
Dickie-Raymond, Boston, who 
said: “While some people in ad- 
vertising might be opposed to pro- 
grams not sustained by advertis- 
ing, I’m heartily in favor of the 
idea. It is bound to come sooner 
or later...Let’s have it now.” 
Hays MacFarland, chairman of 
the board of MacFarland, Aveyard 
& Co., Chicago, claimed subscrip- 
tion tv will prove to be a boon to 
television advertising. Pointing 
out there are still many sections 
where tv is not available, he said 
it would make tv feasible in these 
areas, and might enable metropol- 
itan stations to reduce their ad 
rates. [Mr. MacFarland’s agency 
handles part of Zenith’s account.]' 


= Some are from tv stations, like 
WBBB, Burlington, N. C., which 
feels NARTB’s directors are speak- 
ing only for themselves, WBBB 
argued there are many unclaimed 
channels in its market. 

Many of the letters are from 
interested parties, of course. Na- 
tional Theater Arts Council pre- 
dicts subscription tv will add new 
dimensions to the entertainment 
industry and create jobs for actors, 
producers, musicians and others. 

Public letters in defense of ex- 
isting tv are often on scrawled 
postcards, or on pieces of note- 
paper. Clara Endresse, of West 
Hollywood, Cal., said her friends 
wouldn’t want the box-office in 
their homes. She said she prefers 
commercial television. 

Many referred to the fact that 
pay tv would be a burden on re- 
tired people, or the poor. Margar- 
et W. Holt, Pacific Palisades, Cal., 
told how her children had bought 
her a tv set two years ago. She has 
only $100 a month to live on, and 
the set provides “about the only 
pleasure in my otherwise quiet 


tually identical, stating simply, “I 


Last Minute News Flashes 


NBC Radio Sets $1,675,000 Drive for ‘Monitor’ 


New York, May 20—NBC Radio will spend $1,675,000 on time and 
space between now and the end of June in a mammoth promotion 
buildup for its new “Monitor” weekend package. This will include 248 
announcements on NBC-TV; 336 on the radio network (starting June 
1); 170- and 500-line ads in newspapers in 21 major markets (starting 
June 12) and pages in the August Esquire and the June 11 Saturday 
Evening Post. J. Walter Thompson Co. is the agency. 


Cigar Institute Sets Drive in Sports Pages 


New York, May 20—Cigar Institute of America will launch an ex-| 
panded 1955 advertising campaign in mid-July in 101 Sunday news- 
papers in 98 markets. The campaign will have a baseball flavor and | 
will run on sports pages twice weekly until the end of the World’s 
Series. Benton & Bowles is the agency. 


Perrin-Paus Gets Dubuque Packing Account 


DusuquE, Ia., May 20—Dubuque Packing Co. has named Perrin- 
Paus Co. to handle its advertising. Tye Robinson of the agency’s New 
York office will serve as account executive. Dubuque plans an intensive 


campaign to promote its packaged, canned and frozen foods as well as 
its meat products. 


JWT Buys Manila Agency; Gets P&G Business 


New York, May 20—J. Walter Thompson Co. this week acquired a 
Manila office with the purchase of Philippine Advertising Associates, 
Manila agency. At the same time, it sent Bob Guilbert, assistant mana- 
ger of radio-tv in JWT’s Chicago office, to Manila to act in a “general 
executive capacity” in the new office. Among the accounts he will be 
working on is Procter & Gamble International, which Philippine Ad- 
vertising handled in Manila. 


Redfield Moves to Hilton & Riggio 


New York, May 20—LeGrand L. Redfield, onetime board chairman 
of Redfield & Johnstone (which later became Dowd, Redfield & John- 
stone) will join Hilton & Riggio June 1 as v.p. in charge of the agency’s 
new drug department. Mr. Redfield, who was most recently a partner 
in Picard, Marvin & Redfield, will also handle a number of accounts 
at H&R. Picard, Marvin & Redfield will continue, at least for a time, 
to be known under that name. 


Curtis Quarterly Net Is Off 75%: Other Late News 


e Net income of the Curtis Publishing Co., Philadelphia, was $385,918 


in the first quarter of 1955, compared with $1,308,735 for the corres- 
ponding quarter of 1954. 


e Frank Brown, who has been advertising director of Kroger Co., 
Cincinnati, has been named director of advertising of Red & White 
Corp., Chicago, voluntary group of supermarkets and superettes, It is 
a new post at Red & White. 


NBC-TV Schedules 25-City Showing for 


Ft. Wayne ‘Before and After TV’ Study 


NEw YorkK, May 19—What hap-| However, in general this is 
pens to a U. S. city after television’ what the fact finders discovered: 
appears on the scene? 1. People devote a_ greater 


National Broadcasting Co. will 
give its answer to this question 
next week in a color film based 
on the results of a “before and 
after television” study made in Ft. 
Wayne, Ind. 

To get the facts for the before 
and after picture the network as- 
signed W. R. Simmons & Associ- 
ates to question 7,500 household 
heads in the midwestern city when 
it was still beyond video range in 
the fall of 1953. To find out what 
changes tv had made in the lives 
of these same people the inter- 
viewers revisited them in the 
spring of 1954 after one Ft. Wayne 
station was on the air. Particular 
care was taken to determine how 
television had affected these peo- 
ple as consumers of advertising 
and as buyers of products. 


amount of time to advertising after 
television comes into their lives. 
2. Television takes a substantial 


share of this increased aggregate 
in terms of time and ability to 


absorb the advertiser’s message. 
Which is to say that tv cuts down 
on the amount of time and atten- 
tion devoted to such competing 
media as radio, newspapers and 
magazines. 

3. There is a substantial im- 
provement in trademark identifi- 
cation, copy recall and general 
knowledge of advertising after 
video comes to town, 


® In its analysis of the study the 
network will emphasize that the 
broad picture shows that tv means 
a greater over-all opportunity for 
an advertiser to get his message 
across to his potential buyers (who 


® Findings have been incorporated | 
in a 22-minute film, which will 
be televised Wednesday (May 25) 
over a closed circuit hookup of 
approximately 25 cities. In each) 
city the NBC-TV station has in-| 
vited agency and sponsor repre-| 
sentatives to attend the special| 
showing. The film (which the net-| 
work promises will not contain a 
single bar or pie chart) will also) 
be shown the following afternoon | 
at the National Assn. of Radio &| 
Television Broadcasters conven- 
tion in Washington. 

Titled “Strangers into Custom- 
ers,” the film opens with an in- 
troduction by NBC president Syl- 
vester L. Weaver Jr. and BBDO 
topper Ben Duffy. 

Specifics on the study, which 
was made under the direction of 
Hugh M. Beville Jr., director of 
research and planning for NBC, 
will not be made public unti! after 


the showing of the film. 


are able to recall more products, 
for example) and therefore should 
justify a bigger expenditure for 
advertising. 

Though it will not be covered 
in the film, this project included 
a corollary study on dealers— 
again from the before and after 
point of view. 


= A 100% census of drug and food 
outlets in the area was made to 
find out how dealers react to the 
advent of tv. Questions included: 
What kind of support do they give 
to television advertising? What is 
their impression of their custom- 
ers’ reaction to television? 

In addition there is a wealth of 
-uncompiled data which Mr. Beville 
expects to put together for pre- 
sentation at a later date. 

“Background” will present a 
special program based on the 
human aspects of the Ft. Wayne 
story May 29 on NBC-TV. 


BUCKINGHAM GUNN has been named 
v.p. and radio and television di- 
rector of Clinton E. Frank Inc., 
Chicago agency. He formerly was 
a radio and tv supervisor at Foote, 
Cone & Belding. His former duties 
at FC&B will be assumed by Wil- 
liam Hyer, veteran tv package 
producer, who joined the agency 
April 15 after working for the W. 
Biggie Levin theatrical agency un- 
til the death of Mr. Levin. 


HERBERT S. HOUSTON 


New York, May 17—Herbert 
Sherman Houston, 88, founder and 
president of the Cosmos Newspa- 
per Syndicate, Cosmos Broadcast- 
ing Co, and Houston Publishing 
Co., died May 14 at a nursing 
home here. He had been president 
of the Associated Advertising 
Clubs of the World, predecessor of 
the Advertising Federation of 
America. 

Born in Champaign, IIl., he re- 
ceived a Ph. B. degree from the 
University of South Dakota in 
1888. Later he studied at the Uni- 
versity of Chicago and Boston 
University and received an M.A. 
degree in 1916 from the University 
of Pennsylvania. 


= Mr. Houston was city editor of 
the Journal, Sioux City, Ia., and 
later was an editorial writer on 
the Chicago Tribune and at Outing 
Magazine. He joined Doubleday, 
Page & Co., in 1900 as editor of 
the Spanish edition of World’s 
Work, a monthly magazine. 

In 1921, Mr. Houston, then a 
v.p. of Doubleday, resigned and 
founded Our World, a monthly 
magazine devoted to international 
affairs. Later he founded and be- 
came president of the Cosmos 
Newspaper Syndicate and Cosmos 
Broadcasting Co. He started the 
radio company as a means of in- 
creasing interest in his magazine. 


EUGENE H. B. WATSON 


New York, May 17—Eugene H. 
B. Watson, 76, former advertising 
sales executive, died at his home 
in Rye, N.Y., yesterday. After 
graduating from the University of 
Chicago in 1902, Mr. Watson 
worked as an advertising salesman 
on the Chicago Daily News until 
1907, when he joined N. W. Ayer 
& Son as an account executive in 
Philadelphia. In 1911-12 he sold 
advertising in New York for the 
Frank A. Munsey magazines. 

From 1912 to 1927, Mr. Watson 
was with the old People’s Home 
Journal in New York and became 
v.p. and advertising manager of 
the publication. He later was ap- 
pointed New York advertising 
manager for the Farm Journal. 
From 1930 to 1943 he was man- 
ager of the Edgar Palmer estate in 
Princeton, N.J., and represented 
the estate as a director on the 
boards of several large corpora- 
tions in which the estate had large 
holdings. In recent years, he was 
president and board chairman of 
the United Hospital, Port Chester, 
N Y. 


Geyer Joins ‘Forum’ 

Wayne W. Geyer, formerly Chi- 
cago area district manager for 
Conover-Mast’s Purchasing, has 
joined the Chicago sales staff of 


Architectural Forum. 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 5 days 
preceding publication date. Display classified takes card rate of $14.50 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


HELP WANTED 


EDITOR 
National construction magazine published 
in New York City seeks experienced 
writer-editor. Must have strong civil en- 
gineering and construction background. 
Will work in NYC several months, then 
take over as Midwest editorial representa- 
tive in Chicago. Submit complete resume. 

Box 7545, ADVERTISING AGE 

200 E. Illinois St., Chiago 11, Ill. 


CREATIVE ADVERTISING MAN 
Solidly established and soundly growing 
midwest agency now ready to add an- 
other key member to its creative staff. 
Must be abe to plan and write complete 
campaigns for widely diversified accounts 
using all types of printed media. Some TV 
experience will be an asset. The man we 
want is a seasoned self-starter—not just 
a “word mechanic’’—probably between 
the ages of 30 and 45. He will welcome the 
chance to relocate in a pleasant town of 
130,000. His starting salary will be consis- 
tent with his ability and experience. This 
is an exceptional opportunity to get in on 
the ground floor with an exceptional or- 
ganization. If you think you’re our man, 
write and tell us why, in deail (don’t 
send samples until requested.) All replies 
held in strict confidence. 

Box 7566, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Il. 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 
BANKERS BLDG. CHICAGO 3, ILL. 


Have wonderfu opportunity for a really 
terrific space salesman. Chicago and ad- 
joining territory. Three related business 
monthlies. Salary $7,500 plus commissions. 
$15,000 earnings probable. Give full de- 
tails. Address. 
Box 7562, ADVERTISING AGE 

480 Lexington Ave. New York, 17, N. Y. 


WANTED: AD MANAGER 
FOR POULTRY TRADE MAGAZINE 
Young man with agricultural background 
preferred. Poultry industry experience 
added value. Some travel required. Com- 
pany has profit sharing and pension ben- 
efits. Detail experience, age and expected 
salary in first letter. 
Box 7525, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, IL 


BARNARD’S ALERT EMP. SYSTEM 


NATIONWIDE 
BE SURE AT BARNARD’S 
Adv. Art Publ’g Research 
WA 2-2306 202 S. State Chicago 


ASS’T. TO ADVERTISING MANAGER 
New opening in department for young, 
idea-man to work with Ad Mgr. on all 
phases of sales promotion. Will eventu- 
ally assume responsibility for editing ex- 
ternal, preparing publicity, and writing 
and producing catalogs and other pro- 
motional material. Challenging opportun- 
ity for experienced writer to work up to 
Assistant Advertising Manager. Some pro- 
duction knowledge desirable. Company, 
located in Chicago area, is leading manu- 
facturer in its field selling to electronics 
industry. Starting salary $350-$450. 

Box 7564, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Il. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash FR 2-0115 Chicago 


ADV ASST/PRODUCTION 
Ethical medical house has opening for 
asst. to ad. mgr. Young man or woman 
with skill modern layout, sharp eye for 
prod. details, typographic refinements. No 
finished art, no copy, but ability edit 
technical mss. for house magazine. Pleas- 
ant midwest city 30,000 pop. 5 minutes 
office to golf course! 

Box 7576, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, IL. 


“Our 44th Year” 
FOOD A. E. $25,000 


For top N. Y. agency. Heavy national 
consumer f agency experience 
required. All replies strictly con- 
fidential. 


GLADER CORPORATION 
“The Agency’s Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


PUBLISHING EXECUTIVE 
with proven sales 
management record 


Seeks opportunity to purchase in- 
terest in business magazine with 
prospects of securing ownership 
in future. 


Prefer situation where publisher 
wishes to remain active in the 
business but desires to lessen 
managerial work-load by turning 
over responsibility to capable ex- 
perienced publishing executive. 


For resume of experience write: 


Bernard P. Gallagher 
147 West 42nd Street 


CREATIVE COPY WRITER, LOOK HERE! 
In a big, Midwest city, west of Chicago, 
there’s a 30-year-old agency looking for a 
creative copy, department-head type. He 
should be a working copy writer, but be 
able to boss a few young writers coming 
up. He won’t be asked to do client con- 
tact, but he should know how to talk to 
‘em. He'll have solid agency background 
and a lot of savvy about lots of different 
kinds of accounts, mostly consumer. He’s 
got ideas, isn’t afraid to speak his mind, 
doesn’t believe in stopping and starting 
by the clock. We’ve got open minds about 
age, but we think he'll be between 30 and 
40. If you’re the right man, you'll like 
this agency, its clients and the city you'll 
live in. Write and tell us about yourself. 
Box 7563, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha 17-1991 Chicago 


Space salesman to represent publisher of 
trade magazines in Chicago area. Publi- 
cations well established but excellent op- 
portunity for expansion with right man. 
Will consider either exclusive or non-ex- 
clusive representation. 

Box 7555, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


SUBSCRIPTION PROMOTION MAN 
National consumer magazine, 100 miles 
from New York, needs young man exper- 
ienced in subscription promotion work to 
assume administrative and creative duties 
in newly organized department. This man 
should have background in creating ef- 
fective direct mail, handling lists, analyz- 
ing results and have some knowledge of 
printing and production. Send resume and 
salary requirements. 

Box 7574, ADVERTISING AGE 
480 Lexington Ave. New York 17, N. Y. 


ADVERTISING PLACEMENTS 
BOB LETHBRIDGE 
EMPLOYERS SERVICE BUREAU 
6 N. Michigan Chicago, Ill. FI-6-1155 


CHICAGO SPACE SALESMAN 
International editions of large consumer 
magazine seeking aggressive, intelligent 
salesman. Fine opportunity. Salary plus 
bonus. Write experience, salary desired. 

Box 7561, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 

POSITIONS WANTED 
ART DIRECTOR with versatile layout 
ability wants to locate with agency in 
South or Southwest. Extremely well 
rounded background with interpretive de- 
sign ability that compliments sales. 

Box 7575, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


SPACE SALESMAN - 4 yrs. consumer 
media exp. Available soon. Reasonable 
salary & comm. N. Y. area. 

Box 7567, ADVERTISING AGE 
780 Lexington Ave. New York 17, N. Y. 


FEMALE CREATIVE CAT AVAILABLE 
2 yrs. exper. rad-tv-copy-feat-PR wrtg. 
edit. prod. bkgrnd, BJ-U.Mo., 24, sngle. 
Box 7568, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, IIL 


Media Buyer, Young, Creative. Former 
Media Director small agency. Have eval- 
uated prod & mkts, selected media & 
scheduled space for nat’l & local indust 
campaign; followed thru all agency de- 
tail. Will trade gd exp and potential for 
good future. 
Box 7569, ADVERTISING AGE 

480 Lexington Ave. New York 17, N. Y. 


Young man 27 merchandising and adv. 
background desires space sales with con- 
sumer magazine. 

Box 7570, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Il. 


The Midwest's 
outstanding placement 
service for Adv. - Art & 

allied fields. 


By appointment only 
59 E. MADISON + SUITE 1417 
CEntral 6- 
ntral 6-5670 ee 


BIRCH 
Executive 


Placement 
Counselors 


Fine, Fast, Fairly Priced Photography 


pics 


DEARBORN 2-1062 
1867 N. LASALLE, CHICAGO 2, ILLINOIS 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


, 
A 
ae 


POSITIONS WANTED 


GOING TO EUROPE—CAN I HELP you? 
Copywriter, 26, good writing and business 
background, travelling Europe this sum-| 
mer wishes purpose besides sightseeing. | 
Research, reports, articles, contacts, Elas-| 
tic itinerary. No personal errands or shop- | 
ping Nancy Burnett, 201 East Walton, Chi- 
cago 11, Ill. Tel. Whitehall 3-1010. 


COPYWRITER with farm and industrial 
experience. Able to write collateral ma-| 
terials as well as ad copy on national ac- 
counts. Some client contact. 4-A agency | 
in Ohio city of 300,000. 

200 E. Illinois St. Chicago 11, Ill. 


FREE LANCE COPY AND LAYOUT MAN | 
serves top agencies and industries in Met- | 
ropolitan New York since 1943. 

beverages . . industrial. . institutional. 
aa . Direct Mail...Catalog...Radio & 


Box 7572, ADVERTISING AGE 
480 Lexington Ave. New York 17, N. Y. 


VERSATILE EDITOR-WRITER-EXECU- 
TIVE, 25, wants publication editorial job. 
Now Asst. Adv. Mgr., Ad. PR, Technical 
Writer for major firm Was writer, editor 
on top dailies. Journ. MS. $125. 

Box 7573, ADVERTISING AGE 
480 Lexington Ave. New York 17, N. Y. 


NOW YOU CAN WIN 
Experienced but refreshing advertising, 
sales promotion man who likes to think 
and initiate. Fully automatic. Has oil 
company and New York publishing exper- 
ience. Family, business and journalism 
grad, 33, veteran. Presently employed 
Oklahoma, wants bigger job. Needs $8- 
10,000 depending on location. This offer 
available for limited time. Explain in 25 
words or less why you want this man for 
ad manager or agency equivalent. Entries 
will be judged for opportunity, responsi- 
bility and money offered. Send your en- 
try now to. 

Box 7522, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


BUSINESS OPPORTUNITIES 


SMALL CHICAGO AGENCY 
CAN REDUCE OVERHEAD 
by merging with another congenial small 
organization. Let’s talk over plan for 
more efficient operation and added pres- 
tige. Communications kept strictly confi- 
dential. 
Box 7408, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, II. 


MISCELLANEOUS 
EXTRA MONEY FOR YOU 
Make your creative talent pay off! Pro- 
ducer of syndicated advertising can use 
new material on royalty basis. Want small 
newspaper ads, folders, inserts, direct 
mail pieces, good will builders, etc. Must 
be adaptable for syndicating, any busi- 
ness. What have you to offer? 
Box 7560, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, III. 


ART STUDIO 
Complete ADVERTISING ART and 
PLANNING SERVICE...Ideas to finish. 
Top Quality. Overnite Service. 
ROBIE STUDIOS 
3222 Fairmount Dallas, Texas 


DESK SPACE AVAILABLE in small adv. 
agency for freelance Ind. copywriter or 
PR. Also northlite for Layout (some fin- 
ished) Artist Consider work-space ar- 
rangment. Phone ANdover 3-3045. 


Collections for the industry, coast to 
coast—TV, Radio, Film and Media ac- 
counts receivable. No collection—no com- 
missions. Standard Actuarial Warranty 
Co., 220 West 42nd St., New York, N. Y. 


SPACE PRODUCER 
AVAILABLE 


One of the most competent space sales- 
men ever to cali on us seeking more room 
to grow. Now eastern inanager of prosper- 
ous business paper. 15 years diversified 
experience with major agencies, adver- 
tisers and media. Young, intelligent, hard 
worker. Income requirements reasonable. 
Please contact Royal & DeGuzman, Inc. 
135 E. 36th St., New York 16, N. Y. 


Advertising Agency 
ACCOUNT EXECUTIVE 
Here's top-flight opening for an ac- 
count man now running his own 
show, who really needs more help, 
more backing-up—or a young agen- 
cy man with some business who 
wants to make a change to get a 
better and more profitable break— 
or a go-getting ad manager want- 
ing to get ahead fast. This Chicago 
agency bills about a million—mostly 
industrial, has an expert staff, and a 
record for earnings about PI or 
Rubel’s areuaan. You can reply in 


Creative Copywriter 
wants work ... 


and lots of it! Loves pressure. Pres- 
ent spot doesn’t have it. Age 42. 
Diversified top manufacturer, agen- 
cy experience. Ads, sales promotion, 
campaigns—the works, including 
contact. Mostly industrial, some 
farm, consumer and packaging. 
Strong creative, good organizer. 
Knows work will produce dollars 
both ways. What do you have in 
Chicago? 


Box 381 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, III. 


YOUR OPPORTUNITY 


If you are looking for the “‘Right Job’’ in 
Advertising, Sales Promotion, P/R, Mer- 
chandising or related flelds, why not let an 
experienced ad man open doors for you. 
Many opportunities available. All nego- 
tiations completely confidential, contact 
GEORGE E. PYLKAS 
Executive Advertising Consultant 
WABASH EMPLOYMENT AGENCY 
202 S. State Street Chicago 4 
WAbash 2-5020 


ARE YOU THIS 
COPYWRITER 


. with fresh, selling ideas. An 
ability to create good, sound adver- 
tisements, direct mail, sales promo- 
tion. A desire to write on national 
accounts im a recognized Central 
Ohio agency. An eagerness to work 
with others of the same caliber who 
enjoy what they're doing. If this || 
sounds like a challenging opportun- | 
ity, write giving full details prior || 
to a personal interview. 
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‘This Week in Washington... 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, May 19—Some_ 
members of Congress think they | 
have found a vulnerable spot in) 
the Justice Department’s argument 
for repeal of the fair trade laws. 

They point out that the Justice 
Department is arguing that price 
fixing by owners of trademarked 
goods does not fit into a competi- 
tive system. On the other hand, the 
department has had little to say 
about long-standing court decisions 
which allow patent holders to fix 
the prices charged by their li- 
censees. 

The patent cases, which date 
back to 1926, are based on the rea- 
soning that Congress wants a 
patentee to be able to exploit his 
monopoly to the full. But fair 
traders contend trademark owners 
ought to have the same incentive, 
and that they should also have the 
right to fix the price charged by 
dealers handling their trade- 
marked items. 

Anti-Trust Chief Stanley Barnes 
argued that the price-fixing right 
of the patent holder is considerably 
less inclusive than critics suggest. 
For example, he can’t fix the 
price of unpatented items resulting 
from the operation of a patented 
process. Moreover, his whole pat- 
ent licensing system may be struck 
down if he is found to be restrain- 
ing production of unpatented prod- 
ucts. 

. * . 

Patents and Fair Trade: Fair 
traders figure the Justice Depart- 
ment’s position on fair trade should 
be brought in line with its position 
on patent licensing. On the other 
hand, Prof. Louis Schwartz of the 
University of Pennsylvania has 
been telling Congress the depart- 
ment’s policy on patents should be 
brought into line with its position 
on fair trade. 

“A patentee obtains the exact 
value of his lawful monopoly on 
the invention when he exacts all 
the traffic will bear in the way of 
royalties or by exercising his priv- 
ilege to be the sole maker or 
seller,” Prof. Schwartz says. 
“There is no justification for de- 
priving the public of the benefits 
of competition in all the other as- 
pects of production and distribu- 
tion merely because the patentee 
is entitled to a protected price for 
his inventive contribution.” 

e . ~ 

Postal Rates: The Senate offi- 
cially disposed of any prospect of 
a postal rate increase this year 
by voting $75,000 so that its post 
office and civil service committee 
can look into Postmaster General 
Arthur Summerfield’s administra- 
tion of the nation’s biggest public 
utility. The investigation is sup- 


ADVERTISING PERSONNEL 
Employer—Employee 
Investigate 
our active confidential service. 
Betty Clem 
DRAKE PERSONNEL, INC. 
Suite 1009 
7 W. Madison * Fi nancial 6-2100 © Chicago 2, Ill. 


HAND-LETTERING on film 


$1 a word—all styles. No minimum, 
no “extras”. Glossy print for repro- 
duction. 74, USA. Order from Style 
. er 
A ft 2S uest. Film — 
teri Div., Pp pographers, 
a East 46, Mew York i . MU 
8-2445. 


high-level, confidential service. 

DAckawanna 41631 || on ADVERTISING AGE” *~ ||| 260. tinols St. Chicago tin Thesire Coane 
. oO P ‘ ; 
LAckawanna 4-1631 E. Iilinois St. icago 11, Ill. | caDIL LAC EMPLO T AGENCY, INC 


YOUR BIGGEST STEP FORWARD 
Reputable Ad Agencies all over the coun- 
try are learning that ‘‘a Cadillac Recom- 
mendation’’ is all the assurance they need 
when adding to their staffs. If you are an 
experienced ad man looking for room to 
expand, it will pay you to learn about my 


Patent Law May Protect Fair Trade 


posed to be completed by Janu- 
ary. 

Congressional hostility toward 
Mr. Summerfield came into the 
open a few days ago when the 
House overwhelmingly passed 
postal rate increases in excess of 
the amount acceptable to the ad- 
ministration. During floor debate 
Rep. John W. MacCormack (D., 
Mass.) , the majority leader, openly 
referred to Mr. Summerfield as 
“arrogant.” 

* * 7 

Bike Tariffs: President Eisen- 
hower has temporarily avoided a 
decision on proposals for an in- 
crease in the tariff on bicycles by 
sending the problem back to the 
Tariff Commission for a further 
60-day study. His message raised 
some questions which again indi- 
cate his uneasiness about the 
technical competence of the work 
done by the Tariff Commission. 

The commission, in a divided 
opinion, recommended additional 
tariff protection to help the do- 
mestic industry, which has been 
swamped by mounting foreign 
competition. But the President, in 
temporarily putting the recom- 
mendation aside, wanted to know, 
in part, whether the difficulties of 
the domestic industry are not due 
largely to the fact that the domes- 
tic industry still produces large 
numbers of heavy bikes at a time 
when the public, particularly chil- 
dren, is demanding lightweight 
three-speed models. 

. a. e 


Subscription Inceme: The Sen- 
ate finance committee has unani- 
mously dashed any possibility that 
newspaper and magazine publish- 
ers can salvage provisions of the 
1954 tax law which permitted 
many to change their tax reporting 
systems so that subscription in- 
come was treated as a taxable item 
only in the year the subscription is 
actually served. 

Legislation repealing this part of 
the 1954 law, together with a sec- 
tion which permits business to set 
up reserves for anticipated ex- 
penses, had flashed through the 
House after Treasury Secretary 
George Humphrey warned that 
loopholes in the language were en- 
abling many businesses to claim 
benefits Congress never intended 
to yield. The Senate committee 
followed the example of the House 
when Secretary Humphrey ap- 
peared and warned that no satis- 
factory compromise could be 
worked out which would save the 
legitimate benefits, while plugging 
the loopholes. 

The repeal is retroactive, which 
means that businesses which took 
advantage of those sections of the 
law will have to recompute their 
1954 tax bill and settle up by Sept. 
15 under the House version, Dec. 
15 under the Senate committee 
version. 

Francis R. Cawley, v.p. of the 
Magazine Publishers Assn., told the 
committee many publishers were 
treating subscription income on a 
deferred basis before the law was 
passed, and that they will be able 
to continue this practice after it 
is repealed because the Treasury 
has issued an administrative ruling 
extending this right. However, a 
few publishers who switched to 
the new system after the law was 
passed will be forced to revert to 
the old cash basis of reporting. He 
contended withdrawal of the priv- 
ilege will work a hardship on this 
group, without yielding any im- 
portant amount of immediate rev- 
enue to the government. 


Guenther Elects Hauck V. P. 

Cornelius W. Hauck, director of 
media for Guenther, Brown & 
Berne, Cincinnati, since 1951, has 
been elected a v.p. of the agency. 
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Advertising Age, May 23, 1955 


Advertising ‘Doctor’ 
Guarantees He Will 
Improve Copy 2% 


(Continued from Page 2) 
about one hour. He sends it back 
with his suggestions, which are 
guaranteed to increase the effec- 
tiveness of the ad by at least 2%. 
“Just a 2% improvement in read- 
ership means 110,000 extra people 
in a Life ad,” he points out. 

If he cannot improve an ad in an 
hour’s time, he returns it, “usually 
without charge.” Mr. Wilson 
charges a flat $25 per ad. He is 
aiming for a business of eight ads 
per day. He is up to four or five 
per week now, working with two 
agencies and four advertisers. 


®" Mr. Wilson admits, of course, 
that there is no scientific way of 
proving that an ad’s effectiveness 


has been increased. He doesn’t use ! 
any formula or 21 points test, | 
though he confesses to “a sound 
belief in Gallup-Robinson as a 
good measuring stick of impact.” 
Usually, he points out, his sug- 
gestions are accepted as self-evi- 
dent improvements. 

This first “advertising doctor” 
can call upon a vast storehouse of 
experience. Prior to his Maxon 
stint, he was copy supervisor at 
Dancer-Fitzgerald-Sample and 
Kenyon & Eckhardt and before 
that, a copywriter at William 
Esty Co., Federal Advertising and 
Lord & Thomas. 

Mr. Wilson told AA that he 
started this service, which is strict- 
ly a one-man operation, “because 
I never saw an ad that couldn’t be 
improved.” His copy chief experi- 
ence was frustrating, he said, be- 
cause the pressure of the agency 
business never left him enough 
time to work on individual ads. He 


added that agencies often produce 
poor ads by trying to please the 
client instead of the reader. 


® Mr. Wilson’s service as a con- 
sultant consists largely of elimi- 
nating the “unbelieveables” and 
“brag and boast” features of ads. 
Many advertisers, he points out, 


are blind to these weak spots “be- | 


cause they are too close to their 
own products.” 

At first, Mr. Wilson thought he 
might get a good deal of business 
from agencies but now he thinks 
his best bet is the advertiser. 
“Agencies don’t like to admit that 
their ads can be improved,” he 
says. 

He solicits business by clipping 
ads from magazines and writing to 
the advertiser to say that he could 
improve the copy, given. the 
chance. 

Mr. Wilson claims he is not in 
competition with agencies, but 


agencies may think otherwise. | 
Two of his advertiser clients have | 
not told their agencies that they 
are using him. 

Also, Mr. Wilson says that none 
of his clients want any publicity 
about their use of his unique 
services. 


Westinghouse and NBC 

Will Exchange Stations 

| Sylvester L. Weaver Jr., pres- 
ident of National Broadcasting 
'Co., and Chris J. Witting, presi- 
‘dent of Westinghouse Broadcast- 
ing Co., have signed an agreement 
for an exchange of the Philadel- 
_phia tv and radio stations owned 
by Westinghouse and the Cleve- 
land tv and radio stations owned 
by NBC. The agreement is subject 
to approval by the Federal Com- 
munications Commission. 


| The Westinghouse stations in 
Philadelphia are WPTZ (tv) and 


KYW (radio); the NBC stations in 


71 


Cleveland are WNBEK (tv) and 
WTAM (am and fm). The agree- 
ment calls for payment to Westing- 
house Broadcasting Co. of $3,- 
000,000 in addition to the ex- 
change. 


GE Buys CBS-TV Film Series 


General Electric Co. will sponsor 
26 one-hour television film pro- 
grams this fall over CBS. Pro- 
duced by 20th Century-Fox, the 
new series will debut Wednesday, 
Sept. 21, at 10 p.m., EST. Young & 
Rubicam, New York, is the agency. 


FREE SAMPLE—YOURS TO USE WITH- 
OUT COST. Create sparkling layouts for 
all printed matter with scissors and 
paste-pot. The Brand New Clipper—new 
in size, in format, in features, in content, 
in color techniques, in ideas. Get senso- 
tional introductory offer. No obligation 
—no salesmen. Address Multi-Ad Serv- 
ices, Inc., Box 806A, Peoria, Illinois. 
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How advertisers of 
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& FOOD PRODUCTS 


rank national magazines 


RANK 


MAGAZINE 


ADVERTISING 
REVENUE 
(Jan.-March, 1955) 


. LIFE 


$5,812,675 


2. 


Saturday Evening Post 


1,533,938 


3. 


Ladies’ Home Journal 


1,456,544 


4. 


Family Circle 


1,407,607 


5S. 


Woman's Day 


990,541 


. LIFE 


wi = Ww PS 


. Saturday Evening Post 
Time 
. Look 


. Ladies’ Home Journal 


Ranking of national magazines 
in total advertising revenue 


(Jan.-March, 1955) 


$25,541,228 
17,539,174 | 
8,315,014 2 
5,504,263 
5,171,593 


Ck 


Source: Publishers’ Information Bureau (gross figures) 


9 Rockefeller Plaza, New York 20, N. Y. 
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“To Thorofare Markets, Everywoman’s is 
the most important magazine published!’ 


One out of three Thorofare customers reads EVERYWOMAN’S Why PRECISION MARKETING is important to you... 


— a customer concentration approximately three times greater @ Chain grocery stores represent the greatest potential for 


than any weekly or women’s service magazine. increased sales. 
@ EVERYWOMAN’S chains account for 25% of total chain 
grocery volume. 


This concentrated circulation at the point of sale explains why . 
@ EVERYWOMAN’S concentrated circulation among Thorofare 


Thorofare Stores use EVERYWOMAN’S editorial and advertising 


customers — approximately three times greater than any 
pages as an important part of their merchandising and pro- weekly or women’s service magazine — is the most effec-) 
motion events. | tive way of reaching this chain market! 


EVERYWOMAN’S MAGAZINE @ 


NEW YORK CHICAGO 
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